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reditorial _ 

Where  Do  We  Go 
From  Here? 

Digital  first  leads  to  second  bankruptcy  for 
Journal  Register 


I  sat  down  to  write  this  editor’s 
message  on  the  same  day  that 
Journal  Register  Co.  —  pioneer 
of  the  “digital  first’’  battle  cry 
—  filed  for  Chapter  11  bankruptcy. 
Again. 

To  say  this  news  didn’t  exactly  come  as 
a  surprise  would  be  an  understatement. 
Chief  e.xecutive  officer  John  Paton  has 
touted  a  235  percent  growth  in  digital 
revenue  since  2009,  but  this  figure  be¬ 
comes  less  remarkable  once  you  consider 
that  the  2009  starting  point  was  likely 
somewhere  in  the  neighborhood  of  zero. 
With  every  news  release  about  an 
ambitiously-named  initiative  (Proj¬ 
ect  Thunderdome,  et.  al.)  there  were 
lingering  questions:  How  will  they  profit 
from  this?  How  are  they  funding  these 
projects?  What’s  the  point?  With  JRC’s 
second  bankruptcy  in  three  years,  w'e 
finally  have  some  answers. 

For  those  interested  in  a  straight¬ 
forward  analysis  of  JRC’s  financials, 

I  recommend  Ryan  Chittum’s  take  at 
Columbia  Journalism  Review  (“Journal 
Register  opens  the  kimono  a  bit”).  Chit- 
turn  got  Paton  to  come  out  with  some 
hard  numbers,  revealing  that  the  rosy 
percentages  indeed  did  not  paint  a  com¬ 
plete  picture.  According  to  Chittum,  “Of 
JRC’s  $295  million  in  revenue  last  year, 
SI67.I  million  of  it  was  print  ads,  $86 
million  was  print  circulation,  and  $30.1 
million  was  digital  ads.” 

$30.1  million  in  digital  advertising  is 
nothing  to  turn  your  nose  at,  but  it  isn’t 
enough  to  offset  the  $43  million  annual 
loss  in  print  revenue,  nor  is  it  enough  to 
even  chip  away  at  the  debt  and  pension 
obligations  the  company  hopes  to  shed 
through  the  reorganization. 

WTiile  I’m  confident  that  JRC  will 
emerge  from  this  bankruptcy  as  a  leaner, 


;  stronger,  more  viable  entity,  the  greater 
!  question  is,  where  does  this  leave  the 
;  rest  of  the  industry’? 

JRC,  with  its  aggressive  digital-first 
strateg)',  was  in  many  ways  a  role  model 
for  other  publishers  seeking  to  recon¬ 
cile  declining  print  readership  with 
the  low  value  placed  on  digital  content 
and  advertising.  But  for  all  the  hype 
about  embracing  digital  platforms,  the 
constant  drum  beat  of  new  projects,  and 
the  relentless  self-promotion,  digital  first 
wasn’t  enough  to  keep  JRC  from  sinking 
back  into  bankruptcy,  leaving  other  pub¬ 
lishers  wondering,  “If  digital  first  won’t 
work,  w’hat  will?” 

It’s  clear  that  the  enormous  costs  of 
legacy  media  are  unsustainable  in  a 
digital-first  landscape.  But  at  least  for 
the  time  being,  legacy  media  still  ac¬ 
count  for  the  lion’s  share  of  rev’enue  at 
most  companies,  leaving  publishers  in  a 
;  veiy’ sticky  dilemma. 

I  talk  to  publishers  eveiy’  day  who  say 
it  makes  more  sense  to  double  down  on 
their  profitable  print  products  than  go 
gung  ho  on  digital  products  that  won’t 
even  keep  the  lights  on,  and  I  have  a 
hard  time  arguing  against  that  point. 

;  We’ve  heard  from  a  litany  of  media 
experts  and  self-proclaimed  “gurus”  who 
I  say  print  is  dead.  They  push  a  digital- 
first  content  strategy  without  defining  a 
digital-first  profit  strategy,  and  now  one 
of  their  own  is  fielding  some  tough  criti¬ 
cism  for  steering  his  company  down  the 
path  to  bankruptcy.  Rightly  so. 

Digital  first  may  well  come  to  be  the  in- 
dustiy  standard,  but  we’re  not  there  yet, 
and  we  won’t  get  there  until  we  figure 
out  a  way  to  make  some  money  doing  it. 
The  next  time  a  media  guru  comes  along 
to  tell  you  how  to  run  your  business,  take 
it  with  a  grain  of  salt.  —KA 
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Illustration  by  Jared  Boggess 


In  favor  of  political 
endorsements 

When  a  newspaper  stops  oftering  its 
opinion,  it  ceases  to  be  a  complete  news¬ 
paper  (Critical  Thinking,  August  2012). 
Publishers  should  strive  to  keep  editorial 
and  news  operations  separate.  Work 
like  the  dickens  to  be  accurate  and  fair 
to  all  sides,  thorough  in  your  reporting, 
and  then  limit  opinions  to  the  editorial 
page.  Isabel  them  “opinions”  so  readers 
know.  The  editorial  writer  should  help 
guide  the  communit>  's  residents  via  his/ 
her  opinions.  The  editorial  page,  with  or 
without  candidate  endorsements,  should 
be  the  heart  and  soul  of  the  newspaper. 
I’m  amazed  when  people  get  upset  with 
our  local  newspaper  publisher/editor, 
when  he  presents  his  candidate  endorse¬ 
ments  on  the  editorial  page.  “How  dare 
he  tell  me  how  to  vote!”  .some  say.  It’s 
just  the  newspaper’s  educated  opinion,  I 
say.  But,  it  gets  people  thinking.  And,  we 
need  some  thinkers. 

DOUG  CREWS 

Submitted  on  editorandpublisher.com 

Just  say  ‘no’  to  political 
endorsements 

As  a  longtime  publisher  and  editor,  I 
do  not  think  newspapers  should  make 
endorsements  (Critical  Thinking,  August 
2012).  WTiat  any  specific  newspaper 
thought  of  a  candidate  never  influenced 
me  personally,  so  why  should  it  influ¬ 
ence  anyone  else?  Mo.st  newspapers  are 
so  blatant  in  their  biases  that  it’s  obvious 
who  they  will  endorse.  Instead,  report 
the  news  in  such  a  way  that  readers  can’t 

figure  out  your  personal  position. 
Submitted  anonymously  on  editorandpublisher.com 


Experience  goes  against 
political  endorsements 

Time  and  circum.stance  have  taught  me 
hard  lessons  —  political  endorsements 
being  one  of  them  (Critical  Thinking, 
August  2012).  I  endorsed  one  candidate 
based  on  interviews  and  his  comments 
to  me,  only  to  learn  after  he  was  elected 
that  he  was  quite  the  opposite  of  every  ¬ 
thing  he  professed.  I  was  beside  myself 
for  having  fallen  for  his  rhetoric,  because 
I  should  have  known  better.  To  be  hone.st, 
two  years  after  the  man  was  elected  and  I 
learned  of  his  personal  agenda,  I  vvTote  in 
a  commentary  that  as  a  result  of  my  error, 
I  vowed  never  to  endorse  anyone  for  any 
office,  anywhere.  It’s  not  my  job  to  be  a 
fjolitical  cheerleader  for  any  candidate. 
Instead,  I  report  what  a  candidate  says 
and  leave  it  up  to  the  reader  to  decide.  I 
believe  that  is  the  honest  way  of  providing 
information  about  any  candidate  for  any 
position.  So,  I  disagree  with  the  young 
journalists  that  were  quoted  in  this  article. 
I  think  in  time  they  will  discover  what  1 
discovered.  Journalists  are  not  journal¬ 
ists  to  serve  political  candidates;  we  are 
journalists  to  serve  people,  our  readers, 
and  we  should  do  so  honestly. 

WAYNE  DOMINOWSKI 

Submitted  on  editorandpublisher.com 

It’s  the  pay  plan,  not  the 
sales  reps 

Print  sales  reps  are  not  lagging  behind 
the  times  (Editorial,  August  2012).  I  have 
trained  more  than  5,000  of  them  for 
newspapers.  They  know  all  about  their 
online  products,  but  they  are  not  going 
to  sell  them  at  the  cost  of  lower  commis- 


“The  editorial 
page,  with  or 
without  candidate 
endorsements, 
should  be  the  heart 
and  soul  of  the 
newspaper.” 


sions.  They  have  to  feed  their  families 
like  every  one  else.  Most  sales  reps  are  on 
a  percent-of-revenue  as  commission.  It 
takes  just  as  much  time  and  effort  to  sell 
a  .$5,000  print  package  as  it  does  a  $500 
online  package.  There  are  40  hours  in  the 
workweek;  where  w  ould  you  spend  your 
time? 

JANET  DEGEORGE 

Submitted  on  editorandpublisher.com 

Please  don’t  make  me 
join  Facebook 

Similar  to  many  other  news  sites.  The 
Washington  Post’s  website  requires 
subscribers  to  join  Facebook  to  acquire 
official  authorization  for  any/all  com¬ 
menting.  I,  for  one,  have  no  interest  in 
third-party  Facebook  or  Google  member¬ 
ship.  Under  such  circumstances,  why 
should  a  newspaper  sub.scriber  be  denied 
access  to  providing  public  comment  via 
website  content? 

Submitted  anonymously  on  editorandpublisher.com 
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Journalist  travels  to  swing  states  for  independent  reporting  project 


By  Nu  Yang 

AS  many  journalists 
head  out  on  assign¬ 
ment  for  this  year’s 
presidential  election, 

freelance  journalist  Chris  Killian  is 
embarking  on  his  own  expedition  — 
\isiting  11  swing  states  and  reporting 
the  stories  of  ever>’day  Americans  in 
a  project  called  Swing  State  Stories 
(swingstatestories.com). 

The  33-year-old  Kalamazoo,  Mich., 
resident  has  been  a  journalist  for 
almost  eight  years,  freelancing  at 
the  daily  Kalamazoo  Gazette  and  the 
now'-defunct  Michigan  Messenger. 

Killian  said  he  started  Swing  State 
Stories  because  he  felt  coverage  of  the 
presidential  election  was  filled  with 
“talking  heads”  and  “negative  cam¬ 
paign  ads. 

“The  election  should  be  about 


people,”  he  said.  Traveling  the  en¬ 
tire  country’  solo  wasn’t  financially 
feasible,  so  he  chose  to  focus  on  the 
swing  states,  because  “they  are  going 
to  decide  who  is  president.” 

Killian  set  off  on  his  road  trip  at 
the  end  of  August,  driving  a  1984 
Volkswagen  Vanagon  camper,  which 
he  named  Harry  after  his  grandfa¬ 
ther.  He  spent  part  of  the  summer 
and  some  of  his  savings  fixing  up  the 
van.  Killian’s  first  stop  was  Nevada, 
then  Colorado,  low'a,  Wisconsin, 
Michigan,  Ohio,  Pennsylvania,  New' 
Hampshire,  Virginia,  North  Carolina, 
and  finally  Florida  in  early  Novem¬ 
ber.  He  said  he  plans  to  stay  in  each 
state  five  to  six  days. 

In  July,  he  launched  a  Kickstarter 
fundraising  campaign  seeking  $2,500 
to  cover  gas,  a  video  camera,  and 
food.  A  month  later,  he  had  almost 
$4,500  in  donations,  thanks  to  na- 


I  tional  attention  from  other  journal¬ 
ists  and  media  blogs.  Killian  said 
to  see  this  amount  of  support  from 
friends  and  total  strangers  told  him 
“there  was  a  lot  of  interest  to  get  this 
type  of  story  done.” 

Instead  of  partnering  w'ith  a  tradi¬ 
tional  media  company,  Killian  said  he 
chose  to  set  out  on  this  project  alone, 
because  he  w’anted  to  have  the  “au¬ 
tonomy”  to  “do  the  kind  of  reporting  I 
w'anted  to  do. 

“I’m  at  the  point  in  my  career  where 
I  can  create  quality  journalism  on  my 
own,”  he  said. 

Throughout  his  reporting,  Killian 
said  his  questions  will  focus  not  only 
on  the  election  and  the  direction 
voters  believe  the  country  should  go, 
but  also  on  the  American  dream.  “Is 
(it)  still  alive?  It  is  obtainable?  What 
are  the  hopes  and  dreams  of  these 
families?” 
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Motor  City  News 
Moves  Online 


New  site  stands  out  by 
being  ‘homegrown’ 


DEADLINE 


DETROIT 

hqueorown  ■epiA  Revpi.MTipii 


In  a  city  that  took  a  beating  during  the  Great 
Recession,  Detroit’s  daiiy  newspapers  were  hit 
especially  hard.  With  the  reduction  in  print  deliver)’ 
days  came  a  decline  in  paid  subscriptions  and  a  demand 
for  something  new.  It  should  come  as  no  surprise  that  the 
Internet  has  stepped  up  to  fill  that  demand. 

Launched  in  April,  Deadline  Detroit  is  a  communitv' 
news  wehsite  with  one  goal  in  mind  —  to  keep  local  resi¬ 
dents  informed  about  the  Motor  City.  Founded  by  former 
Detroit  Free  Press  reporter  Bill  McGraw  and  former  Detroit 
Actt’s  journalist  Allan  Lengel,  Deadline  Detroit  features 
original  reporting  and  opinion  as  well  as  links  to  other  sto¬ 
ries,  videos,  podcasts,  and  blogs  about  southeast  Michigan. 

Initial  fimding  for  the  project  came  from  Detroit-based 
software  company  Compuware  Ventures,  where  McGraw 
serv  ed  as  director  of  media  relations.  McGraw  said  even 
though  the  site  is  only  sL\  months  old.  Deadline  Detroit  has 
been  well  received  by  advertisers. 

The  staff  includes  four  full-time  reporters,  one  interactive 
sales/marketing  director,  and  three  freelance  columnists 


—  all  of  whom  are  Detroit  natives  and  reflect  the  group’s 
tagline:  “Homegrow'n  Media  Revolution.” 

The  site  is  updated  daily,  beginning  early  in  the  morn¬ 
ing  w'ith  about  a  dozen  aggregated  news  links  related  to 
Detroit.  Original  stories  are  also  posted,  and  McGraw  said 
stories  range  from  transportation  and  politics  to  local  his¬ 
tory  and  technology. 

“Detroit  is  a  great  news  hub,”  McGraw  said.  “There  has 
been  so  much  news  —  good  and  bad  —  in  the  past  60  years 
...  there’s  also  a  strong  cultural  side,  especially  with  music 
and  the  efforts  to  revitalize  Detroit ...  there’s  so  much  news 
to  cover  in  Detroit  that  there’s  never  any  shortage.” 

McGraw  said  his  Web  training  started  at  the  Free  Press, 
where  his  work  appeared  mostly  online.  “I  learned  a  lot 
about  the  changing  media,  and  it  helped  me  get  ready 
for  Deadline  Detroit.”  He  also  credits  his  current  website 
developers  at  Compuware  Corp.  for  their  input. 

McGraw  said  he  plans  to  put  out  a  smartphone  applica¬ 
tion,  redesign  the  website  to  create  a  better  reader  experi¬ 
ence  by  adding  more  categories  and  topics,  and  continue  to 
engage  in  social  media.  He  said  the  focus  will  stay  on  news, 
features,  and  culture,  but  sports  coverage  may  be  down  the 
road.  He  also  hopes  to  expand  the  staff  w'ith  one  or  two 
more  writers. 

“It’s  clear  that  w'here  and  how'  people  are  getting  their 
news  is  changing,”  McGraw  said.  “I  want  Deadline  Detroit 
to  be  a  v’iable  business  model ...  my  vision  is  to  see  more 
and  more  of  our  own  reporting.” 

Visit  deadlinedetroit.com  for  more  information.  —NY 


“Journalists  should  always  push  them¬ 
selves  and  test  their  limits.  I  don’t  want  to 
be  that  guy  in  a  city  newsroom  working 
on  the  same  beat  for  20  years.  That’s  not 
what  I  want  to  be.’’ 


>  Offbeat 


For  the  Record 

Man  honors  late  wfe  with  10 
years  of  newspaper  ads 


In  each  .state,  he  said  he 
wants  to  collect  a  diverse 
sample  of  answers  to  keep  his 
reporting  fair  and  balanced,  be¬ 
cause  “everybody  has  a  voice.” 

In  addition  to  blog  posts, 
Killian  will  be  updating  the 
website  with  v'ideo  and  audio 
clips  as  well  as  connecting  with 
readers  through  Facebook.  He 
wall  also  use  his  van  as  a  mobile 
newsroom,  living  and  working 
out  of  the  vehicle. 

Killian  said  his  goal  for  the 
project  is  to  show  that  “we’re 


not  as  polarized  as  we’re  told 
we  are  ...  we  share  more  in 
common  than  we  have  differ¬ 
ences.  At  the  end,  I  hope  my 
hypothesis  is  proven.” 

On  a  more  personal  level,  he 
said  the  project  is  also  about 
professional  growth  and  ex¬ 
ploration.  “Journalists  should 
always  push  themselves  and 
test  their  limits.  I  don’t  want  to 
be  that  guy  in  a  city  newsroom 
working  on  the  same  beat  for 
20  years.  That’s  not  what  I 
want  to  be.”  ■ 


For  10  years,  retired  criminal  de¬ 
fense  attorney  Joe  Ingber  has 
placed  a  small  ad  in  the  Los  Ange¬ 
les  Times  in  tribute  to  his  late  wife, 
Eileen,  who  died  of  cancer  in  2002. 

L.A.  Times  columnist  Steve  Lopez  shared  Ing- 
ber’s  tale  of  how  the  81-year-old  man  placed  an 
ad  twice  a  year  honoring  Eileen:  one  on  her  birth¬ 
day  and  another  the  day  she  died.  Every  year,  he 
wTites  something  a  little  different  to  his  wife,  who 
died  at  the  age  of  68.  The  tw'o  w  ere  married  for 
40  years. 

By  placing  the  ads,  Inger  told  Lopez  it  was  his 
way  of  grieving  and  to  get  it  on  the  record  that 
“the  feelings  are  still  there.”  —NY 
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>  Look  Ahead 


Digging  Deep 

Center  for  Investigative  Reporting 
launches  The  I  Files  on  YouTube 


YouTube  is  known  for  its  collection 
of  music  video  parodies,  beauty 
tutorials,  and  clips  from  favorite 
childhood  movies,  but  it’s  quickly 
making  a  name  as  a  news  outlet. 

In  August,  the  Center  for  Investigative  Reporting  launched  an  inves¬ 
tigative  news  channel,  The  I  Files,  on  YouTube.  The  channel’s  goal  is  to 
become  the  hub  of  the  best  investigative  reporting  from  around  the  world. 


>  Steve  Talbot 
I  Files  senior  producer 


{legal  briefs} 


state  to  Pay  Iowa  Newspa¬ 
per  $30,500  in  Legal  Fees 


Pittsburgh  Post-Gazette 
Sues  Top  Election  Officials 


The  Iowa  City  Press -Citizen  re¬ 
ported  that  the  state  of  Iowa  will  pay 
S30.500  in  legal  fees  accumulated 
by  the  publication  in  a  lawsuit  over 
access  to  records  from  the  University 
of  Iowa.  In  a  case  that  went  all  the 
way  to  the  state  Supreme  Court,  the 
university  won  the  right  to  withhold 
certain  records  requested  by  the 
Press-Citizen  in  2007,  but  the  courts 
ruled  that  other  documents  sought 
in  the  suit  were  public  records  and 
ordered  their  release.  Because  the 
case  resulted  in  some  records  being 
released,  the  school  did  not  challenge 
the  district  court's  order  that  the 
state  pay  the  newspaper's  attorney 
fees.  The  open  records  case  centered 
on  documents  relating  to  an  alleged 
sexual  assault  committed  by  Iowa 
football  players  in  a  university  dorm 
room. 


The  Pittsburgh  Post-Gazette  re¬ 
ported  that  the  newspaper  has  sued 
top  election  officials  from  Pennsyl¬ 
vania  and  Allegheny  County,  saying 
its  ability  to  fully  cover  the  upcoming 
general  election  is  compromised  by 
a  bar  on  photography  and  video  re¬ 
cording  in  polling  places.  The  lawsuit 
states  that  in  2008,  the  newspaper 
filed  suit  in  Allegheny  County  Court 
of  Common  Pleas,  resulting  in  a  court 
order  allowing  photography  around, 
but  not  inside,  polling  places.  This 
year,  in  light  of  first -time  implemen¬ 
tation  of  voter  identification  laws,  the 
Post-Gazette  asked  the  county  for 
permission  to  photograph  and  video¬ 
tape  "on  a  limited  basis"  at  polls.  The 
county,  according  to  the  lawsuit, 
refused.  The  Post-Gazette  argued  in 
its  complaint  that  the  bar  on  photo 
and  video  coverage  of  polling  places 
violates  its  First  Amendment  right  to 
gather  news  and  represents  dispa¬ 
rate  treatment,  because  media  in 
other  parts  of  the  state  have  been 
allowed  to  take  images  within  polls. 


Appeals  Court  Throws 
Out  Chicago  Tribune 
Lawsuit 


According  to  the  Student  Press  Law 
Center,  a  federal  appeals  court  has 
thrown  out  the  Chicago  Tribune’s 
public  records  lawsuit  against  the 
University  of  Illinois,  finding  that  the 
suit  must  be  brought  in  state  court. 
The  lawsuit  sought  access  to  names 
and  addresses  of  the  parents  of 
admission  applicants  on  the  uni¬ 
versity's  so-called  "clout  list."  The 
newspaper  published  a  series  of  sto¬ 
ries  in  2009  claiming  the  university 
had  a  preferential  admissions  policy 
in  which  friends  of  trustees  and  state 
lawmakers  were  admitted  despite 
subpar  academic  qualifications.  The 
scandal  led  to  the  resignation  of  the 
university  president  and  several 
members  of  the  board  of  trustees, 
lames  Klenk,  the  newspaper's  attor¬ 
ney,  said  the  Tribune  will  pursue  the 
case  in  state  court. 
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Founded  in  1977  and  based  in  Berkeley,  Calif.,  the  CIR  is  the 
nation’s  oldest  nonprofit  investigative  news  organization. 

I  Files  senior  producer  Steve  Talbot  said  talks  between 
YouTube  and  CIR  to  create  an  investigative  reporting  channel 
started  last  year. 

“YouTube  is  an  enormous  universe  that  should  not  he 
ignored,”  Talbot  said.  “Before,  you  could  broadcast  the  news 
on  CBS  News  or  put  it  in  print  in  The  New  York  Times,  and 
that  was  enough.  It’s  not  like  that  ammore  ...  more  and  more 
people  are  consuming  their  news  in  videos.” 

CIR  also  received  $800,000  in  funding  from  the  John  S. 
and  James  L.  Knight  Foundation.  “Knight  has  always  shown 
strong  concerns  for  the  liiture  of  journalism.  They’re  dedicated 
to  building  audiences  and  new'  platforms,”  Talbot  said.  CIR 
will  continue  to  explore  ways  to  bring  revenue  to  the  project, 
such  as  sponsorships. 

A  four-person  I  Files  team  was  hired  in  late  spring,  includ¬ 
ing  a  Web  producer  and  social  media  coordinator.  Talbot 
said  CIR  director  of  digital  media  Sharon  Tiller  had  already 
created  partnerships  with  media  outlets  in  anticipation  of  the 
launch.  Feature  contributors  included  tbeiVca’  York  Times, 
ABC  News,  BBC,  Al-Jazeera,  and  the  Investigative  New's 
Network,  which  consists  of  60  nonprofit  news  organizations 
including  the  Pulitzer  Center  on  Crisis  Reporting,  the  Inves¬ 
tigative  Reporting  Workshop,  ProPublica,  and  the  Center  for 
Public  Integrity. 

Talbot  said  they  have  also  been  approached  by  Reuters, 
Toronto’s  Globe  and  Mail,  National  Public  Radio,  and  Vice 
Media,  Inc. 

Independent  filmmakers  and  makers  of  documentary  clips 
are  welcome  to  contribute.  Talbot  said  these  segments  would 
include  investigative  pieces  as  well  as  e.xplanatorv' journalism 
that  “take  the  camera  inside  a  place  where  it’s  not  usually  al¬ 
lowed.” 

The  channel’s  featured  playlist  includes  10  videos,  and  one 
to  two  new  videos  are  uploaded  everv'  day,  according  to  Talbot. 
Videos  cover  a  range  of  topics,  from  the  CIR-produced  ‘The 
Hidden  Cost  of  Hamburgers,”  an  animated  video  that  looks  at 
the  environmental  costs  of  producing  one  of  America’s  favorite 
foods,  to  a  series  of  reports  from  inside  Syria,  where  a  BBC 
reporter  spent  w  eeks  with  SvTian  rebels. 

Talbot  said  even  though  partner  videos  are  viewed  on  The  I 
Files  channel,  the  traffic  and  page  views  go  back  to  them,  and 
he  encouraged  viewers  to  share  and  embed  the  videos. 

“We’re  pleasantly  surprised  by  the  traffic  numbers  since  we 
launched,”  Talbot  said.  “We  have  almost  250,000  video  views 
and  more  than  3,000  subscribers.” 

Talbot  said  although  YouTube  is  a  new  platform  for  the 
muckrakers  out  there,  good  investigative  reporting  can  be 
done  anywhere.  “You  don’t  have  to  dilute  investigative  report¬ 
ing  to  put  it  on  YouTube,”  he  said.  “You  do  it  because  you  want 
to  share  it  with  others,  and  YouTube  is  good  for  sharing.  It’s 
how  you  tell  it,  how  you  engage,  and  how  you  present  it.” 

For  more  information,  visit  youtube.com/ifiles.  —NY 
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Mobile  Games 


Los  Angeles  Times  app  brings 
Olympics  coverage  to  life 

The  London  2012  Olympics  were  widely  dubbed 
the  "mobile  games"  within  media  circles,  with  60 
percent  of  visits  to  the  official  London2012.com 
website  and  apps  originating  from  mobile  devices,  ac¬ 
cording  to  London  2012  head  of  new  media  Alex  Balfour. 

Ihe  Los  Angeles  Times  capitalized  on  this  mobile 
movement  by  connecting  its  print  coverage  of  the  Lon¬ 
don  Olympics  with  an  augmented  reality  app  called  iD 
Print.  The  free  app  was  available  for  download  on  Apple 
and  Android  devices. 

Vice  president  of  communications  Nancy  Sullivan  said 
that  once  the  app  was  dovmloaded,  readers  could  hover 
their  devices  over  Times  Olympics  photos  in  the  news¬ 
paper,  press  the  camera  button  to  reveal  the  green  iD 
Print  icon,  and  tap  it  to  activate  multimedia  content  that 
included  photo  galleries,  videos,  and  additional  stories 
"The  highly  visual  nature  of  our  Olympics  coverage 
and  the  lengthy  time  frame  during  which  the  games 
unfold  offered  a  perfect  opportunity  to  present  our  ex¬ 
tensive  photo  galleries  and  exclusive  vndeos  to  our  print- 
edition  readers  in  an  innovative  way,"  Sullivan  said. 

The  app  also  generated  new  revenue  streams  for  the 
publication.  "Weekend  real  estate  sections  and  real 
estate  ads  in  The  Envelope  (the  Times’  entertainment 
section)  print  section  were  iD-enabled  to  allow  readers 
to  take  select  home  tours  without  leaving  the  page," 
Sullivan  said.  "The  app  activates  interior  and  exterior 
home  photos  and  videos,  as  well  as  agent  websites  on 
ads  displaying  the  iD  logo." 

Sullivan  would  not  release  any  figures  but  said  feed¬ 
back  was  "very  positive.” 

This  isn’t  the  first  time  the  Times  has  used  an  AR  app 
in  conjunction  with  the  print  publication.  Last  spring,  the 
paper  incorporated  an  AR  app  with  its  annual  Festival 
of  Books  event.  The  app  featured  a  fully  interactive  map, 
blog  updates,  the  Festival’s  Facebook  and  Twitter  feeds, 
and  the  ability  to  search  details  on  schedules,  authors, 
and  exhibitors. 

“This  is  the  latest  in  our  ongoing  adaptation  of  new 
technologies  to  create  innovative  mobile  and  digital 
experiences  for  our  readers,  while  developing  potential 
new  revenue  streams,"  Sullivan  said.  —NY 
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Ottawa  Citizen 
Reporter  Finds 
Missing  Man 


Ottawa  (Ontario, 
Canada)  Citizen 
reporter  Zev  Singer 
was  on  his  way  to  a  story 
assignment  when  he 
spotted  a  familiar-look¬ 
ing  person  sitting  at  a  bus 
stop.  It  was  65-year-old 
William  Dupon,  who  had 
been  reported  missing 
by  his  family.  Singer  said 
he  recognized  the  man 
from  the  police's  miss¬ 
ing  persons  report  and 
approached  him.  After 
confirming  it  was  Dupon, 
Singer  drove  the  man  to 
the  police  station  where 
he  was  reunited  with  his 
family.  Although  people 
called  Singer  a  hero,  he 
told  Ottawa  Citizen  senior 
online  editor  Melanie 
Coulson,  "1  chose  to  drive 
him  myself ...  (so)  1  could 
also  collect  more  mate¬ 
rial  for  a  story  that  way. 

1  don't  think  that  makes 
me  a  villain  either.  Just 
tempers  the  case  with  a 
bit  of  journalism  reality." 


»  Crystal  Baker,  a  sophomore  at  the  University  of  North  Carolina  at  Greensboro, 
iooks  up  a  story  in  the  Greensboro  Daily  News  on  microfilm.  UNCG’s  Jackson  Library 
implemented  a  complete  indexing  system  of  both  the  Daily  News  and  the  Greens¬ 
boro  Record  to  aid  in  research  projects.  This  photo  originally  appeared  in  the  Oct.  14, 
1978  edition  of  E&P. 
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REACH 


O.C.  Register  Reveals 
Lax  FDA  Standards 


In  an  expose  about  an  unsafe 
medical  device,  The  Orange 
County  Register  revealed  lax 
approval  standards  that  are  hurting 
patients. 

Reporters  Tony  Saavedra  and 
Courtney  Perkes  found  that  the  FDA 
rule  known  as  510(k)  allowed  manu¬ 
facturers  to  fast-track  medical  de¬ 
vices  to  the  market  without  human 
testing.  The  1976  law  was  originally 
intended  to  apply  only  to  low-risk 
devices,  but  after  substantial  lobby¬ 
ing  by  medical  manufacturers,  about 
90  percent  of  medical  devices  on  the 
market  today  are  cleared  through 
510(k), 

In  Newport  Beach,  Calif.,  breast 
cancer  patient  Laurie  Kelly  dis¬ 
covered  specks  of  tungsten  in  her 
breasts  following  a  procedure  to 
remove  a  cancerous  tumor.  The 
metal  had  apparently  leaked  from 
a  malleable  metal  pad  made  of 
silicone-wrapped  tungsten  that  was 
used  to  protect  her  healthy  skin  dur¬ 
ing  a  high  dose  of  electron  radiation. 
The  pad  was  approved  for  market 
through  510(k).  A  total  of  29  women 
have  reported  metal  in  their  breasts 
following  use  of  the  pad,  which  has 
since  been  recalled. 


Give  It  Your  All 


What  if  you  could  cover  100  percent  of  something? 

Every  homicide  in  a  city.  Every  artist  at  a  music  festival. 
The  latest  polling  in  ever>'  campaign  race.  If  you  have  an  in¬ 
novative  idea,  but  need  an  army  of  freelancers  to  get  it  off  the 
-  ground,  submit  it  to  the  100%  Journalism  Challenge,  where  a  prize  value  of 
$35,000  will  be  awarded  to  three  winners.  The  challenge  is  presented  by  Eby- 
line,  an  online  platform  w  here  publishers  and  editors  connect  with  freelance 
journalists.  (E^P  is  a  contest  partner.) 

Based  in  Sherman  Oaks,  Calif.,  Ebyline  was  founded  in  2009  by  Bill  Mom- 
ary,  former  Ventura  County  (Calif.)  Star  vice  president  of  advertising  and 
Allen  Narcisse,  former  director  of  operations  at  Hoy,  the  Los  Angeles  Times' 
Spanish-language  newspaper. 

5,  “Our  goal  is  to  help  companies  e.xpand  coverage  and  discover  new’  talent  in  a 
1  virtual  newsroom,”  Momary  said. 

Momaiy'  said  Eh^iine  launched  the  contest  because  of  the  power  of  freelance 
I  journalism  he  sees  every’  day.  “There’s  been  a  huge  shift  in  the  last  10  to  15 
I  years  with  the  reduction  of  quality’  new's  found  in  the  new  sroom  to  the  increase 
I  of  quality  from  freelance  journalists.”  Momary’  said  the  contest’s  goal  is  to  “sus- 
tain  quality  journalism  and  show’  that  freelancers  are  part  of  that  equation.” 

J  The  challenge  is  about  spurring  invention  and  innovation  inside  the  journal¬ 
ism  world  by  pairing  great  ideas  with  Ebyiine’s  online  platform  and  database 
of  2,000  talented  freelance  journalists.  The  prize  is  not  paid  out  in  cash,  but 
rather  in  the  value  of  work  provided  by  Ebyline  freelancers.  Winners  will  re¬ 
ceive  editorial  support  and  publicity’  to  launch  their  project  and  have  one  year 
to  spend  the  value. 

Contest  judges  include  Leo  Wolinsky,  former  managing  editor  of  the  L.A. 
Times-,  Bob  Wallace,  former  executive  editor  of  Rolling  Stone  magazine;  and 
Melanie  Sill,  executive  editor  of  Southern  California  Public  Radio. 

“Judges  will  be  looking  for  creativity'  and  how  the  idea  can  make  an  impact 
overall,”  Momary’  said.  The  judges  will  also  decide  how  to  allocate  the  prize 
value. 

The  contest  is  free  to  enter  and  open  to  anyone,  as  long  as  they  are  registered 
with  Ebyline.  All  entries  can  be  submitted  online  until  Oct.  12  at  ebyiinecon- 
test.com.  Finalists  will  be  notified  by  Nov.  12,  and  winners  will  be  selected  by 
Dec.  12.  —NY 

- - 


Contest  challenges  freelancers  to 
report  100  percent 


SAY 

WHAT? 

New  Vocabulary  for 
the  Modern  Era 
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bloggerdom  (n):  the  blogosphere  as  an  industry 

“Armstrong  has  reached  the  pinnacle  of  bloggerdom.  Her  unique  voice 
has  allowed  her  to  do  what  thousands  of  others  can  only  dream  of  — 
stay  at  home  and  raise  her  children  while  writing.” 

-  Kiri  Blakeley,  forbes,  July  !5, 2009 
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SUSPENDED 

ANIMATION 


►  AlcxCiarcia  Chicofio  Tribune 


Cruz  Guzman,  a  window  washer  with  Corporate  Cleaning  Services,  has  some  fun  with 
his  safety  harness  while  descending  from  the  top  of  the  American  Medical  Association 
building  in  Chicago,  Monday,  July  2,  2012. 


T 


[critical  thinking 

J-school  students  and  industry  vets 
tackle  the  tough  questions 


►  If  you  have  a  question  you  would  like  to 
see  addressed,  please  send  it  to 
nu.yang(aeditorandpublisher.com. 


In  today’s  depressed  economy,  how  can  publishers 
I  improve  morale  in  the  workplace  and  keep  staff 
motivated  and  happy? 


when  I  filled  out 
my  college  applica- 
*  tions  three  years 
ago,  I  wTote  that  I  wanted  to  go 
to  medical  school,  but  all  of  that 
quickly  changed  when  I  began 
writing  for  The  Diamondback, 
the  Universit)'  of  Maiyland’s 
independent  student  newspa¬ 
per.  I  was  hooked.  Journalism 
was  my  passion,  and  I  was  going 
to  pursue  that  career  no  matter 
what  it  took. 

It  may  not  be  the  highest  pay¬ 
ing  field,  but  no  journalist  goes 
into  this  because  of  a  fat  pay- 
check.  It  may  sound  cliche,  but 
that’s  because  it’s  true:  Becom¬ 
ing  a  journalist  is  about  seeking 
the  truth  and  working  toward  informing  the  public,  even  at 
the  risk  of  upsetting  some.  And  in  a  world  where  eveiything 
seems  to  be  driven  by  generating  as  much  revenue  as  pos¬ 
sible,  the  seeking-truth  mentality  seems  to  get  lost. 

As  college  students,  we  have  hundreds  of  job  possibilities, 
but  it  essentially  boils  dowm  to  tw'o  options:  We  can  pick  a 
career  we’re  passionate  about  that  may  not  provide  us  with 
tons  of  spending  money,  or  we  can  pursue  something  that 
will  almost  guarantee  us  a  solid  paycheck.  Anyone  pursu¬ 
ing  a  career  in  the  writing  or  publishing  industry  almost 
certainly  picked  the  first  option. 

Working  in  today’s  economy  is  no  simple  task.  We’re 
constantly  in  a  state  of  panic,  it  seems,  and  there’s  always 
impending  doom. 

It’s  easy  for  publishers  to  get  caught  up  in  how'  to  simply 
stay  afloat.  While  it’s  certainly  important,  staff  members 
need  to  remember  why  they  wanted  to  enter  the  industrj'  in 
the  first  place:  because  of  the  adrenaline  behind  eveiy  storj' 
and  the  assurance  that  their  w^ork  is  meaningful. 

Maj-be  publishers  can’t  afford  to  give  their  staff  members 
bonuses  or  other  expensive  perks  as  an  incentive  to  continue 
working  hard.  But  if  employers  truly  hired  the  right  people, 
striving  to  accomplish  the  ultimate  goal  of  any  publishing 
business  —  working  to  inform  the  public,  increasing  transpar- 
enc>',  and  holding  people  accountable  —  should  be  enough. 


Our  business  challenges 
today  require  top  talent. 

*  Publishers  must  purposely 
strategize  to  improve  the  employee  ex¬ 
perience  to  be  competitive  employers. 

Here  arc  seven  steps  I’ve  taken  to  not 
only  maintain  morale,  but  to  grow  it: 

1)  BE  VISIBLE:  1  frequently  roam  the 
building,  engaging  employees  in  all 
departments.  This  isn’t  just  one-minute 
manager  stuff;  it’s  my  opportunity  to 
offer  feedback  on  issues  and  send  a 
signal  that  1  am  attuned  to  the  chal¬ 
lenges  and  opportunities  our  employ¬ 
ees  face. 

2)  BE  COMMUNICATIVE:  It's  an  ev¬ 
eryday  commitment  —  from  personal 
visits  to  emails,  town  halls,  newslet¬ 
ters,  phone  calls.  My  staff  must  know  that  Tm  engaged  and  paying 
attention  to  their  efforts.  1  work  to  keep  employees  plugged  in  with 
strategic  moves  we’re  making,  as  well  as  to  share  successes  within 
our  organization. 

3)  CELEBRATE  SUCCESSES:  Sometimes,  it’s  as  simple  as  a 
Starbucks  card  and  a  note.  Bigger  successes  deserve  bigger  rewards. 
Employees  must  know  their  hard  work  gets  recognized  and  that  we 
reward  great  efforts.  It  inspires  them  to  continue  to  do  big  things  for 
our  customers  and  readers. 

4)  BE  INCLUSIVE;  Publishers  don’t  have  all  the  right  answers  or 
solutions  to  every  issue.  1  often  lean  on  the  great  critical  thinking 
skills  of  my  staff  to  tackle  complex  challenges.  Employee-led  think 
groups  can  offer  creative  solutions,  and  their  buy-in  guarantees 
greater  success. 

5)  DEMONSTRATE  LONG-TERM  VISION  AND  COMMITMENT 
TO  CHANGE  AND  GROWTH:  I  take  every  opportunity  to  do  so. 
Many  in  our  business  still  don't  see  our  future,  and  it’s  my  job  to 
help  them  see  it,  believe  in  it.  Providing  and  communicating  an  excit¬ 
ing  vision  is  an  imperative  to  morale  and  satisfaction. 

6)  RETHINK  WORK  STYLES:  Workplaces  are  changing  drastically, 
and  the  way  in  which  work  gets  done  most  productively  is  changing, 
too.  Solicit  and  utilize  employee  ideas  for  better  ways  to  do  things, 
including  mobile  work  options  and  flexible  scheduling. 

7)  HAVE  SOME  FUN:  We  all  enjoy  a  little  downtime  —  from  an  em¬ 
ployee  picnic  to  providing  opportunities  for  employees  to  volunteer 
together.  Have  a  running  calendar  of  “fun”  events,  big  or  small.  ■ 


Yasmeen  Abutaleb,  20, 

junior.  University  of  Maryland 
(College  Park,  Md.) 


Abutaleb  is  a  journalism  and  microbiol¬ 
ogy  major  as  well  as  editor-in-chief 
of  The  Diamondback,  the  university's 
award-winning  independent  student 
daily  newspaper.  She  also  served  as  a 
business  reporting  intern  for  USA  Today 
this  past  summer. 


Laura  Hollingsworth,  45, 

president  and  publisher  of  Des 
Moines  Register  Media 


Hollingsworth  is  president  and  pub¬ 
lisher  of  Des  Moines  Register  Media 
and  Midwest  group  president  for 
Gannett’s  U.S.  Community  Publishing 
Division,  overseeing  22  media  markets 
in  seven  states. 
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C1<^  Reading/ 
^9  I  /O  CAnHinn  e 


sending  email 


Charging  for  More  than  200  new  media  professionals 
^  I-  ^  ^  *  li  techniques  to  encourage 

online  content!  purchases  through  paywalls 

Promotional/discount 
trial  period 


Access  to  content  only  available  to 
members/paying  subscribers 

Ability  to  purchase  individual  article, 
song,  service,  or  content  on  demand 


Ability  to  apply  payment  for  offline 
services  to  online  services 


Enrollment  in  a  points/loyalty  program 


None  of  the  above 


^  Local  ad  market 
forecast  for  2016: 

Projected  U.S.  local  media 
revenues  in  2016:  $151.3  billion 
Of  that: 

Email/reputation/ 
presence  management  __ 

Magazine  2.1% 

Mobile  __  2.7% 
Yellow  Pages  '  -  -  4.7‘X. 


Out-of-home 


Source:  digicareers  com 
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Direct  mail 


Newspapers 

Television 


Source:  BIA/Kelsey 
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■—f  Mobile  attachment  2,097  adults  ages  18  and  older  were 

surveyed  about  their  mobile  habits 
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NEARLY 

54% 

of  smartphone 
owners  said 
they  don’t 
go  an  hour 
wi 


14%' 

Desperate 


their  phone. 


WHAT  REPRESENTS  YOUR  BIGGEST  CONCERN  ABOUT  LOSING  YOUR  PHONE? 


^  3% 
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nCMKLT  inappropriate 
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mmmil/  messages 


Having  my 

bank  or 

financial 

account 

Information 

exposed 


20% 

The  exposure 
of  personal 
information 


24% 

The  inconvenience 
of  being  without 
my  phone 


38% 

Cost  and  hassle  of 
replacing  my  phone 


admit  to 
checking  their 
phone  while 
on  the  toilet. 


said  they  check  their  phone  while  lying  in 
bed:  before  they  go  to  sleep,  after  they  wake 
up,  even  in  the  middle  of  the  night. 


Source;  Lookout  Mobile  Survey 
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Breaking  Rank 

The  inside  scoop  on 
hiring  outsiders 

By  Alan  D.  Mutter 

When  former  BBC  boss 
Mark  Thompson  starts 
work  as  chief  execu¬ 
tive  of  The  New  York 
Times  Co.,  he  \\ill  become  the  highest- 
profile  example  yet  of  an  emerging  trend 
among  publishers  to  hire  leaders  from 
outside  the  newspaper  business. 

He’s  also  a  curious  choice,  as  discussed  in 
a  moment.  First,  some  background: 

The  idea  of  recruiting  outsiders  is  a  radi¬ 
cal  departure  for  an  industiy  that  histori- 


z 

o 


o 


o 


GREEN 

SHOOT 


MEDIA 


Great  sections 
for  Christmas! 


CreenShootAAedia.com 

sales@greenshootmedia.com 

256-275-4333 


cally  was  a  closed  fraternity  dedi¬ 
cated  to  promoting  and  hiring  from 
within  its  tightly  sequestered  ranks. 
For  the  many  decades  that  news¬ 
papers  chugged  along  reliably  and 
profitably,  this  worked  just  fine. 

But  the  50  percent  plunge  in 
advertising  sales  in  the  last  six  years 
has  prompted  a  growing  number  of 
publishers  to  consider  hiring  fresh 
faces  to  help  restore  the  vigor  of  the 
industry  in  an  era  of  unceasing  and 
perplexing  digital  challenges. 

Forward-thinking  publishers 
now'adays  are  looking  for,  as  one 
recent  job  posting  put  it,  individuals 
with  “at  least  five  years’  experience 
in  audience  development,  includ¬ 
ing  substantial  experience  outside 
news  audiences,”  as  w^ell  as  “at  least 
10  years’  experience  in  news  and  de¬ 
velopment  of  news  audiences,”  plus 
“significant  experience  in  business 
development  and  product/solution 
selection  or  creation,”  and,  last  but 
not  least,  “demonstrated  abilit}'  to 
engage  with  social  media.” 

While  I  couldn’t  agree  more  that 
newspapers  need  new  thinking,  it’s 


hard  to  imagine  how  many  candi¬ 
dates  could  check  all  the  boxes  on 
the  above  list.  How  likely  is  it  that 
someone  with  15  years  of  senior 
management  experience  in  and  out 
of  the  newspaper  business  would 
also  turn  out  to  be  a  totally  happen¬ 
ing  social-media  dude? 

So,  publishers  plunging  into  the 
uncharted  end  of  the  talent  pool 
need  to  be  realistic  and  thoughtfiil 
about  what  they  really  want. 

Which  brings  us  back  to  the  in¬ 
triguing  selection  of  Mark  Thomp¬ 
son  as  chief  executive  officer  of  the 
NYT.  Though  Thompson  readily  fills 
the  bill  as  an  outsider  to  the  newspa¬ 
per  business,  he  also  faces  a  daunt¬ 
ing  learning  curv'e  in  his  new  role  as 
the  top  non-family  executive  at  the 
nation’s  newspaper  of  record. 

The  good  news  about  Thompson 
is  that  he,  as  a  lifelong  employee  of 
the  BBC,  is  no  stranger  to  globe- 
straddling,  tradition-laden,  and  self- 
important  journalistic  institutions. 
He  also  is  evidently  well  equipped  to 
deal  with  politics  in  and  out  of  the 
I  office,  having  endured  “three  chair- 
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“How  likely  is  it  that  someone 
with  15  years  of  senior  manage¬ 
ment  experience  in  and  out  of  the 
newspaper  business  would  also 
turn  out  to  be  a  totally  happening 
socfal-media  dude?” 


r 

men,  three  prime  ministers,  and  five  secretaries  of  state” 
in  his  eight-year  run  as  chief  of  the  BBC,  according  to  his 
announcement  last  spring  of  his  intention  to  resign  after  the 
Olympics.  Thompson’s  appointment  at  iVTT  was  disclosed 
shortly  after  the  torch  passed  to  Brazil,  and  he  was  sched¬ 
uled  to  start  work  in  November. 

The  other  good  news  about  Thompson  is  that  he  oversaw 
the  development  of  a  host  of  new  digital  and  broadcast 
products  at  the  BBC,  while  presiding  over  the  greatest 
number  of  budget-forced  layoffs  in  the  histor\’  of  the  tax- 
supported  network.  Given  the  state  of  the  U.S.  newspaper 
industry,  the  knack  for  doing  more  with  less  is  a  highly 
relevant  job  skill. 

But  there  are  some  notable  deficiencies  in  his  resume:  He 
never  has  worked  anywhere  else  but  the  BBC,  he  never  has 
w  orked  in  the  United  States,  and  he  never  has  w  orked  at  a 
for-profit  media  company. 

The  last  issue  is  the  most  significant,  because  the  biggest 
challenge  facing  the  Times  and  every  other  publisher  is  de¬ 
vising  new  business  model(s)  to  replace  the  generations-old 
one  that  has  been  utterly  shredded  by  digital  media. 

Although  Thompson  may  be  a  smart  and  seasoned  execu¬ 
tive  who  can  learn  what  he  needs  to  know  in  the  fullness 
of  time,  he  doesn’t  seem  to  be  nearly  as  plug-and-play  of  a 
selection  as  Laura  Lang,  who  was  recruited  from  the  Digitas 
ad  agency  late  last  year  to  become  chief  executive  officer  of 
TIME,  People,  Sports  Illustrated,  and  Fortune. 

While  Lang  never  wrote  a  magazine  article  or  sold  a  mag¬ 
azine  ad.  The  Wall  Street  Journal  reports  that  her  12  years 
at  Digitas  were  devoted  to  transforming  the  company  from 
“its  roots  in  traditional  junk-mail  marketing”  into  a  busi¬ 
ness  providing  targeted  online  advertising  and  social-media 
campaigns  for  such  major  corporate  clients  as  American 
Express  and  General  Motors. 

In  other  words,  Lang  actually  participated  in  the  inven¬ 
tion  of  modern  digital  advertising,  the  discipline  to  which 
all  legacy  publishers  must  adapt  —  or  else. 

Lang  walked  in  the  door  at  Time  Inc.  with  the  instincts 
and  insights  of  a  digital  native,  not  to  mention  a  thorough 


understanding  of  the  needs  of  the  customers  she  now  hopes 
to  serve. 

For  all  Thompson’s  abilities,  it  will  take  serious  on-the-job 
training  before  he  catches  up  to  Lang.  Unfortunately,  that 
will  take  precious  cycles  away  from  the  time  he  urgently 
needs  to  refurbish  his  new  employer’s  business  model. 

The  lesson  for  publishers  is  not  to  avoid  hiring  outsiders, 
but,  rather,  to  choose  wisely.  ■ 


Alan  D.  Mutter  is  a  newspaperman 
who  eventually  beeame  a  Silicon 
Valley  CEO  and  today  advises  media 
companies  on  technology.  He  blogs  at 
Reflections  of  a  Newsosaur 
(newsosaur.blogspot.com). 
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‘I  Hate  (§)#$%&! 
Parkinson’s’ 

Richard  Thompson  on  ending  his 
beloved  comic  strip  ‘Cul  de  Sac’ 

By  Rob  Tornoe 

Anyone  familiar  with  the  business  of  syn¬ 
dication  knows  the  past  six  years  have 
been  a  terrible  time  to  launch  a  new 
strip.  The  shift  in  advertising  revenue 
online  and  the  decline  in  circulation 
have  caused  many  editors  to  reftise  to  make  any  changes 
to  their  comics  lineup  for  fear  of  upsetting  readers. 


culmS/IC 


At  first  the  disease  only  affected 
my  left  side,  so  my  drawing  (right) 
hand  worked  fine.  In  November  of 
2011,  the  right  was  getting  shaky  as 
a  reaction  to  the  Levadopa  I’ve  been 
taking.  I  knew  it  was  a  matter  of  time 
before  the  drawing  became  unreli¬ 
able,  and  I’d  have  to  do  something. 


There  have  been  a  limited  number 
of  success  stories  in  that  time,  and 
you  can  count  Richard  Thompson’s 
brilliant  comic  strip  “Cul  de  Sac” 
among  them.  Launched  in  Septem¬ 
ber  2007  and  s>’ndicated  by  Uni¬ 
versal  Uclick,  “Cul  de  Sac”  focused 
on  4-year-old  Alice  Otterloop  and 
her  suburban  life  experiences  on 
a  cul-de-sac.  The  wit  and  humor 
of  the  strip,  rendered  beautifully 
by  Thompson’s  elegant  linework, 
instantly  caught  on  with  editors  and 
quickly  found  its  w^ay  into  more  than 
150  new'spapers. 

The  comic  is  often  heralded  as  one 
of  the  greatest  newspaper  strips  of 
all  time.  Not  only  did  “Calvin  and 
Hobbes”  creator  Bill  Watterson 
surface  from  his  hermit-like  retire¬ 
ment  to  praise  the  strip’s  imagina¬ 
tion,  Thompson  received  the  coveted 
Cartoonist  of  the  Year  award  from 
the  National  Cartoonist  Society  in 
2011  for  his  work  on  the  strip. 

Unfortunately,  the  promise  of  “Cul 
de  Sac”  will  be  short-lived,  at  least  in 


the  immediate  future.  In  the  summer 
of  2009,  Thompson  was  diagnosed 
with  Parkinson’s  disease.  At  first, 
the  disease  didn’t  affect  Thompson’s 
drawing  abilities,  but  over  time  that 
gradually  changed,  forcing  the  car¬ 
toonist  to  seek  alternatives. 

Initially,  Thompson  went  on  hiatus 
for  a  month  as  he  received  treatment, 
turning  over  creation  of  the  strip  to 
a  handful  of  guest  artists.  When  his 
condition  worsened,  he  turned  over 
all  inking  duties  of  “Cul  de  Sac”  to  fel¬ 
low'  cartoonist  Stacy  Curtis. 

Sadly,  the  demands  of  the  disease 
and  the  need  for  more  treatment  have 
forced  Thompson  to  end  the  strip 
completely.  The  last  strip  ran  Sept. 

23,  and  Thompson  took  time  away 
from  entertaining  family  to  talk  to  me 
about  eveiything  that’s  gone  on. 

You  were  diagnosed  with  early- 
onset  Parkinson’s  back  in  the 
summer  of  2009.  What  caused 
you  to  make  the  decision  to  end 
“Cui  de  Sac”  now? 


Did  the  pressure  of  producing  a 
daiiy  comic  strip  on  deadline  af¬ 
fect  your  decision? 

Oh,  yeah.  Drawing  a  daily  strip  is 
an  insane  undertaking  in  the  best 
circumstances.  It’s  a  marathon  made 
of  deadlines,  and  I’ve  always  hated 
and  feared  deadlines.  Tow'ard  the 
end  I  was  missing  deadlines  right 
and  left.  The  syndicate  was  incred¬ 
ibly  supportive  and  understanding 
and  would  run  repeats,  which  I  kind 
of  hated,  as  the  strip’s  only  four  or 
five  years  old. 

Did  you  ever  consider  promoting 
Stacy  Curtis  to  being  the  full¬ 
time  cartoonist  and  just  continue 
writing  the  strip,  or  maybe  draw¬ 
ing  it  only  on  Sundays  like  Bill 
Amend  did  with  “FoxTrot”? 

Yes,  I  considered  everything.  I 
considered  hiring  an  artist,  go¬ 
ing  Sunday-only,  trying  to  do  the 
whole  thing  with  Photoshop,  leaving 
blank  pages  on  my  drawing  board 
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overnight  and  hoping  the  cartoon 
elves  would  show  up  and  draw  some 
strips. 

What’s  the  prognosis  for  your 
condition? 

Parkinson’s  is  incurable,  but  the 
symptoms  are  treatable  to  a  certain 
extent.  The  treatment  combines 
medication  and  movement  exercises 
designed  to  slow  the  progress  of  the 
disease.  You  pretty  much  have  to  run 
as  fast  as  you  can  to  stay  in  the  same 
place.  I’m  in  line  for  a  procedure 
called  deep  brain  stimulation  (DBS)  | 
where  a  neurosurgeon  implants 
wires  in  your  brain.  A  current  is  run 
through  the  wires  and  fine-tuned  to 
stop  the  shaking.  It  wouldn’t  im¬ 
prove  my  balance  or  speech,  but  it 
w'ould  reduce  the  amount  of  meds  I 
take.  I  doubt  I’ll  ever  be  able  to  deal 
with  a  daily  deadline  again,  but  the 
DBS  should  improve  my  drawing. 


There  are  lots  of  brilliant  char¬ 
acters  in  “Cul  de  Sac.”  My  wife’s 
favorite  by  far  is  Alice.  Who  will 
you  miss  writing  and  drawing 
most? 

I  don’t  feel  like  I’m  through  wfith 
these  people  yet,  though  I’m  not 
sure  what  form  my  future  use  of 
them  might  take.  Oh,  I  miss  Alice 
and  Petey  about  equally.  At  their 
best  they  were  just  a  joy  to  put  on 
the  page,  and  they  were  usually  at 
their  best  when  they  were  in  the 
same  panel,  often  hashing  things  out 
in  Petey’s  room  and  always  talking 
right  past  each  other. 

Now  that  you’ve  created  a  bit 
of  free  time  for  yourself,  do  you 
have  the  strength  to  work  on  any 
personal  projects  that  you’ve 
pushed  off  to  the  side  over  the 
years? 

I’m  still  getting  used  to  the  cessation 


I  of  deadlines.  The  sudden  silence  is 
I  deafening,  though  pleasant. 

When  you  look  back  at  the  suc¬ 
cess  of  “Cul  de  Sac”  in  such  a 
terrible  market  for  comic  strips, 
what  comes  to  mind,  or  what  are 
you  most  proud  of? 

I’m  most  happy  with  the  characters, 
how'  they  got  away  from  my  con¬ 
scious  control  and  seemed  to  have 
a  life  somew  here  off  the  page.  I  feel 
like  I  was  a  witness  and  chronicler  of 
their  lives  and  exploits,  and  I  think 
I  did  them  justice.  Though  I’ll  bet 
Alice  wishes  I’d  drawn  her  prettier 
and  Petey  wishes  I  hadn’t  drawn  him 
at  all.  ■ 

.  Rob  Tomoe  is  a  cartoonist  and 
!  columnist for  Editor  &  Publisher 

and  can  be  reached  at 
robtomoe@gmail.com 
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Re-energize  your  mailroom  with  highly  efficient  performance  upgrades. 


Since  the  sheer  volume  of 
pre-printed  inserts  is  growing 
worldwide,  you  need  durable, 
flexible,  and  productivity-packed 
machinery  and  systems  that  can 
accommodate  your  customers' 
demands  and  deadlines.  That's 
why  Muller  Martini  provides 
significant  upgrades  which  can 
help  you  improve  and  maximize 
your  mailroom's  efficiencies,  while 
capitalizing  on  its  profit  potential. 


Is  it  time  to  re-energize  the 
performance  of  your  equipment? 
Why  not  check  out  Muller's 
new  SLS  enhancements  for  your 
feeders,  grippers  and  WinLincs 
software,  including: 

•  3000  Gripper  Upgrade 

•  Single  Sheet  Feeder 
Upgrade/Exchange 

•  WinLincs  Upgrades 

•  Safety  Guarding 

•  Feeder  Rebuild/Exchange 


Visit  us  at  Graph  Expo! 
Booth  #2017 
October  7-10 


•  And  more! 


Digital  Solutions 
Press  Deiivery  Systems 
Saddle  Stitching 
Hardcover  Production 
Softcover  Production 
Mailroom  Systems 
Web  Presses 


www.mullermartiniusa.com 
1-888-268-5537  |  631-582-4343 
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Revisiting  ‘The  Boys 
on  the  Bus’ 


Timothy  Crouse  talks  about  B  E  R  s  T  a  n . 
his  book,  his  father,  and  lER  nuDD . 
quote  approval  'ON.  d  a  N I 


By  Allan  VVolper 
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Timothy  Crouse  was  a  co¬ 
author  of  the  recent  revival 
of  the  Tony  Award  winning 
Broadway  musical,  “Any¬ 
thing  Goes”  and  in  2002  received 
an  O.  Henry  Prize  for  his  short  story 
writing. 

But  even  if  he  won  a  Nobel  Peace  Prize 
for  settling  a  war  in  the  Middle  East,  he’ll 
always  be  kno\\Ti  as  the  man  who  wTote 
"The  Boys  on  the  Bus,”  the  classic  politi¬ 
cal  book  on  the  beharior,  shenanigans, 
and  talents  of  the  reporters  who  covered 
the  1972  presidential  campaign.  That’s 
because  eveiy  four  years  the  White  House 
press  corps  covering  the  presidential  race 
begin  buzzing  about  it,  from  Chris  Mat¬ 
thews  on  MSNBC  to  reporters  on  Mitt 
Romney’s  campaign  plane. 

Crouse  smiles  wanly  when  asked  about 
it,  but  wants  the  world  to  know  that  he 
wTote  “Boys  on  the  Bus”  in  1972  as  a 
25-year-old  protege  of  Hunter  Thompson 
at  Roll  ing  Stone  magazine  to  honor  his 
father,  Russel  Crouse,  who  died  six  years 
before  the  book  was  published. 

The  elder  Crouse  was  a  journalist  \N  ho 
made  his  bones  on  the  Broadway  stage, 
co-authoring  a  series  of  hit  plays  with 
his  close  friend.  Howard  Lindsay.  Their 
successes  included  “Life  With  Father,” 
“The  Sound  of  Music,”  and  yes,  “Anything 
Goes,”  which  Tim  and  his  co-author,  John 
Weidman  rewrote  in  1987  and  again  in 
2011  when  it  won  a  Tony  Award. 

Tim  got  the  urge  to  write  “Boys  on  the 
Bus”  at  a  retreat  in  Big  Sur  for  Rolling 
Stone  writers.  Thompson  asked  if  anyone 
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wanted  to  work  with  him  on  the 
campaign.  No  one  raised  their  hand 
except  Crouse,  who  had  begun  to 
get  an  itch  to  cover  the  campaign. 

“In  introspect,”  Tim  Crouse 
said  in  a  series  of  face-to-face  and 
telephone  inter\iew's,  one  of  w  hich 
was  recorded  on  “Conversations 
with  Allan  Wolper,”  a  broadcast 
available  online  at  wbgo.org,  the 
Internet  arm  WBGO  88.3,  an  NPR 
affiliate  in  the  New'  York  area,  “1 
think  the  thing  that  drew'  me  to 
write  ‘The  Boys  on  the  Bus,’  a  book 
about  reporters,  was  a  way  to  be 
with  my  father.  My  father  died 


when  I  was  in  my  late  teens  and  I 
missed  him  a  lot.” 

Russel  Crouse,  before  he  began 
writing  plays,  had  been  a  reporter 
for  The  Kansas  City  Sta?-  w'hen  it 
was  the  Midwestern  king  of  news¬ 
papers  and  Ernest  Hemmingway 
w'as  .starting  his  career  there.  He 
worked  at  the  sports  desk  and  filled 
his  son’s  head  with  tales  of  sports- 
writers  and  their  antics. 

He  had  once  introduced  his  son 
to  Merriman  Smith  when  they  met 
one  day  in  a  Chicago  hotel.  Tim 
Crouse  was  struck  by  the  way  his 
father  acted  when  the  legendary' 
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United  Press  correspondent,  who 
won  a  Pulitzer  Prize  for  covering  the 
assassination  of  President  John  F. 
Kennedy,  came  out  of  the  elevator. 
“He  knew  him  a  bit  and  when  he  in¬ 
troduced  me;  I  saw  the  respect  in  my 
father’s  eyes,”  Tim  said. 

When  Tim  finally  got  onto  a  cam¬ 
paign  bus,  he  looked  at  the  cream  of 
American  political  journalism  and 
decided  that  he  was  going  to  write 
about  book  about  them.  His  father 
had  co-authored  a  play,  “The  State 
of  the  Union,”  about  Washington 
politics  and  pundits  that  had  w'on  a 
Pulitzer  Prize. 

Russel  Crouse  had  regaled  his  son 
with  stories  about  Washington  cor¬ 
respondents  from  his  newspaper  days. 
Now^  Tim  could  see  for  himself  what 
their  lives  were  really  like.  It  was  a 
w  ay  to  be  connected  to  his  father.  “I 
think  that  all  the  time  I  was  working 
on  the  book  I  w^as  in  touch  with  him,” 
Tim  Crouse  said. 

The  young  Crouse  captured  the 
great  and  the  not-so-great  of  that 
world  in  1972.  He  wTote  about  their 
successes,  and  their  failures,  mostly 
their  refusal  to  give  credence  to  the 
Watergate  scandal  that  eventually 
forced  President  Richard  NLxon  to 
resign  and  made  folk  heroes  of  Bob 
Woodward  and  Carl  Bernstein  of  The 


Washington  Post. 

He  wrote  how  the  campaign  jour¬ 
nalists  operated  as  a  pack,  known  as 
“pack  journalism.”  In  fact,  political 
writers  nearly  always  cite  him  for 
coming  up  with  the  phrase,  credit 
he  refuses  to  accept.  “It  w'as  a  phrase 
that  had  been  used  by  other  journal¬ 
ists,”  he  said.  But  no  one  in  journal¬ 
ism  made  it  as  memorable  as  Crouse 
did  in  “Boys  on  the  Bus.” 

He  doesn’t  follow  politics  the  way 
the  used  to  (partly  because  he  is  en¬ 
grossed  in  collecting  his  short  stories 
into  a  book),  but  he  is  puzzled  by  the 
willingness  of  correspondents  to  have 
their  copy  and  sound  bites  edited  by 
the  campaigns  of  President  Barack 
Obama  and  Republican  presidential 
candidate  Mitt  Romney. 

He  said  the  1972  press  corps  he  de¬ 
scribes  in  his  book  w^as  kept  in  check 
by  the  ability  of  President  Nixon’s 
campaign  to  stonewall  them,  so  they 
mostly  concentrated  their  focus  on 
the  more  open  campaign  of  Demo¬ 
crat  George  McGovern. 

But  stonew  all  or  no,  he  said  the  re¬ 
porters  back  then  w  ould  never  have 
allowed  the  campaigns  to  become 
editors  of  their  copy.  He  theorizes 
that  the  campaigns  are  nerv  ous 
about  the  24-hour  hlogging  about 
politics  by  professional  and  not-so- 


professional  bloggers. 

Jeremy  Peters  of  The  New  York 
Times  WTOte  a  piece  headlined, 

“Last  Word  on  the  Trail?  I  Take  It 
Back,”  about  the  veto  power  that  to¬ 
day’s  campaigns  have  over  coverage. 

Crouse  said  the  only  time  his 
quotes  were  checked  was  when  he 
wTote  for  The  New  Yorker  maga¬ 
zine.  He  said  the  then-legendary 
copy  desk  would  call  up  people  he 
quoted  and  read  back  the  quotes 
to  them.  “They  never  called  me 
about  anvthing,  so  I  can  assume 
that  they  never  changed  a  quote,”  he 
said,  “I  w'as  happy  to  have  them  as 
a  backstop  and  I  ahvays  used  a  tape 
recorder  to  make  sure  I  had  every¬ 
thing  right.” 

The  young  Crouse  learned  his 
journalism  when  he  w^as  just  weeks 
old  when  his  father  would  hold  him 
in  his  arms  tell  him  about  the  news 
of  the  day,  according  to  Crouse  fam¬ 
ily  lore. 

“They  said  he  would  read  the 
papers  to  me:  ‘President  Truman  did 
this.  General  Marshall  did  this,’  and 
so  new's  was  instilled  in  me  at  a  verv’ 
early  age.  And  he  loved  hooks.  He 
had  a  reverence  for  them.  He  would 
always  say  books  were  your  friends. 
He  wanted  to  read  them  and  I  want 
to  w  rite  them.”  ■ 


“I  think  the  thing  that  drew  me  to  write  ‘The  Boys  on  the 
Bus,’  a  book  about  reporters,  was  a  way  to  be  with  my  father. 
My  father  died  when  i  was  in  my  iate  teens  and  i  missed  him 
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ewspaper  printers  and  publishers  can  see, 
touch,  and  explore  the  equipment,  products, 
and  services  important  to  them  at  Graph  Expo 
this  month: 


HYBRID  PRODUCTION 
DIGITAL  PRESSES  (HARDWARE  &  SOFTWARE) 
OFFSET  PRESSES 

CTP  AND  ASSOCIATED  PLATE  BENDING/PUNCHING 
PRODUCTION  WORKFLOW 
UV  AND  HEATSET  TECHNOLOGY 
POSTPRESS  AND  MAILROOM  EQUIPMENT 
CONSUMABLES 
INTEGRATION  WITH  WEB-BASED  APPROACHES 
CREATIVE  DIRECT-MAIL  PROGRAMS 
DICJITAL  ASSET  MANAGEMENT  A 
WORKFLOW  SOLUTIONS 

COST  REDUCTION  (SAVINGS  ON  PAPER,  POSTAGE, 
AND  PRINT) 

CUSTOMIZED  AND  PERSONALIZED  CONTENT  AND 
MESSAGES  TO  INCREASE  RESPONSE  RATES 

editorandpublisher.com 


The  press/finishing  area  and  the  prepress/ 
design/software  area  v\ill  have  all  the  latest 
prepress  systems  and  workflow  management 
tools  needed  to  grow  your  business.  Publish¬ 
ers  are  encouraged  to  embrace  technolog}'  and 
discover  which  products  and  services  demon¬ 
strated  across  the  expansive  show  floor  will 
best  benefit  their  business.  Attendees  also  can 
gain  new  knowledge  and  expertise  from  the 
Graph  Expo  seminar  series,  which  includes  a 
selection  of  seminars  specifically  for  newspa¬ 
per  printers  and  publishers. 

News  Print  Pavilion 

News  Print,  the  newspaper  pavilion,  again 
features  9,000  square  feet  of  manufacturers 
and  suppliers  specifically  for  newspapers.  One 
exhibitor  is  PuzzleFlow  (Booth  «2l67),  whose 
representatives  are  prepared  to  discuss  the 
many  ways  to  streamline  processes,  reduce 
consumption,  eliminate  errors,  and  improve 
qualit}',  including  time-  and  money-saving 
integrated  ad  pre-processing.  Advanced  ink 
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optimization  can  not  only  reduce  daily 
costs  but  also  improve  qualiU'  and  open  the 
door  for  additional  sales  revenue.  Now  is 
the  time  to  jump  in  or  upgrade  older  non- 
PDF  ink  optimization  systems. 

Newspaper  of  the  future 

A  free,  hour-long  panel  Oct.  8,  “2020: 

The  Future  Role  of  Newspapers,”  features 
panelists  Rodd  Winscott,  president  of 
Chicago-based  Newsweb  Corp.,  and  Rick 
Surkamer,  principal  at  Surkamer  Ad\i- 
sors.  Newsweb  this  fall  will  become  the 
first  U.S.  newspaper  printer  to  regularly 
produce  newspapers  on  a  digital  press  (the 
TKS  JetStream).  Surkamer,  the  former 
president  of  Sun-Times  Media  and  a 
newspaper  industry  veteran,  highlights  the 
steps  newspapers  must  take  to  transform 
their  operations  from  an  integrated  busi¬ 
ness  to  a  local  digital  media  house.  Also, 
Marco  Boer,  vice  president  at  consultancy 
IT  Strategies,  will  discuss  the  future  of 
print  production  and  other  industry 
trends. 

Goss  at  Graph  Expo 

At  Graph  Expo  2012,  Goss  Inti,  is  recharg¬ 
ing  its  drupa  theme  in  highlighting  its 
innovative  approach  to  commercial,  news¬ 
paper,  and  packaging  printing.  Reiterating 
an  invitation  to  “See  Things  Differently,” 
Goss  is  emphasizing  how  this  corporate 
philosophy  provides  new  solutions  for 
greater  producti\it>’  and  opportunity 
across  all  three  print  sectors. 

Endorsing  the  company’s  technology  and 
support  resources.  North  American  print¬ 
ers  have  given  Goss  a  100  percent  market 
position  for  new'  commercial  web  presses 
in  the  region  over  the  two  years  since 


Graph  Expo  2010,  the  manufac¬ 
turer  reports. 

“This  testifies  to  our  ability  to 
innovate  and  support  the  right 
products  for  commercial  de¬ 
mands  in  this  market,  and  we 
feel  proud  to  be  presenting  new' 
solutions  once  again  in  Chicago,” 
said  Graham  Trevett,  Goss  vice 
president  of  sales.  “Large  and 
small  printers  in  North  America 
have  responded  to  the  ongo¬ 
ing  commitment  of  Goss  to  the 
web-offset  industry  and  opted 
for  Goss  across  a  grow'ing  array 
of  specialized  applications.  These 
include  anj'thing  from  hybrid 
configurations  utilizing  digital 
heads  for  direct  mail  production, 
to  flexible  packaging  printing,  as 
well  as  more  conventional  com¬ 
mercial  and  publication  printing. 
Whether  for  replacing  older,  less- 
efficient  technology  or  entering 
entirely  new  markets,  Goss  web 
solutions  have  fit  the  bill.” 

Recent  Gk)ss  commercial  web 
success  in  the  Americas  includes 
installations  of  gapless  technol¬ 
ogy  Sunday  presses  as  well  as 
M-600  and  M-500  presses,  all 
incorporating  the  latest  features 
aimed  at  facilitating  short  runs 
and  low  waste.  Among  these  are 
the  first  Sunday  presses  with 
DigiRail  digital  inking  as  well  as 
the  w'ider  Sunday  3000  press  (up 
to  75  inches). 

Reflecting  the  wide  portfo¬ 
lio  of  w'eb-offset  systems  and 
complementary  technologies, 
the  Goss  booth  at  Graph  Expo 
also  presents  unique  options 
for  newspaper  and  packaging 
printing,  print  finishing,  and 
aftermarket  support.  In  addition, 
the  exhibit  reflects  the  expanded 
range  of  Ferag,  Akiyama,  Purlux, 
and  Yawa  products  and  various 
converting  equipment  from  Goss 
parent  company  Shanghai  Elec¬ 
tric  companies. 
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Recent  North  American  orders 
for  Goss  finishing  systems,  in¬ 
cluding  Magnapak  and  Paceset¬ 
ter  lines,  underline  that  big  leaps 
in  productivity  and  efficiency  are 
possible  w'ith  new  technology. 
Equipped  for  address-specific 
selective  inserting  and  inkjet 
personalization,  the  latest  in¬ 
stallations  have  been  driven  by 
business  opportunities  available 
through  improving  net  produc¬ 
tivity,  efficiency,  and  targeting  of 
copies. 

The  Goss  Lifetime  Support  team 
present  parts,  service,  and  en¬ 
hancement  programs  designed  to 
extend  the  competitive  life  span 
of  press  and  finishing  systems. 
Projects  such  as  a  unique  news¬ 
paper  press  reconfiguration  at 
Newsday  in  New  York  (see  E^P 
September  2012),  a  major  mul¬ 
tipress  controls  upgrade  at  Star 
Malaysia,  and  creative  commer¬ 
cial  web  enhancements  across 
the  Americas,  are  highlighted  at 
the  show  to  illustrate  fast-ROI 
opportunities  available  and  the 
advantages  of  choosing  a  supplier 
with  substantial  resources,  ex¬ 
pertise,  and  project  management 
capabilities. 

According  to  Trevetc,  Graph 
Expo  is  unparalleled  in  North 
America  in  providing  a  platform 
where  all  constituents  of  the  Goss 
business  are  represented,  for  the 
benefit  of  customers.  “At  Graph 
Expo  we  have  specialists  from  ev¬ 
ery'  function  of  the  business  in  at¬ 
tendance,”  he  said,  “so  it  presents 
a  valuable  opportunity  to  discuss 
with  customers  every  aspect  of 
their  production.  It  is  a  genuinely 
unique  occasion  for  collaborat¬ 
ing,  discussing  challenges,  and 
seeing  things  differently.  We  look 
forward  to  meeting  with  existing 
and  potential  customers  from  all 
key  areas  of  activity  at  our  booth 
#845.” 


28  I  E*P  I  OCTOBER  2012 


editorandpublisher.com 


Increase  your  paid  newspaper  subscriptions! 

*WOW!  Up  to  4  to  5%  Response 

Unique  direct  response  format  with 
built-in  return  envelope  as  a  newspaper  insert! 


FREE  Newspaper  Sample  Kit 

©WWW.  bwpress.com 

or  e-mail  CSR@BWPRESS.COM 

^  Visit  us  nov/! 

WWW,  8  WPRESS.  com 


B&W 


Point  to  Us! 


Private  Since  1965 


Sco^  A  voy'  jmo'*  ,iy*one  fey  Tioe  -nfej 


lir  !%iitJ|iJi!pgjj||;yL^/!p^  i^iui 


production 


The  manroland  Web 
Systems  booth 

The  theme  "Strengthen  Your  Core”  is 
central  to  the  discussions  manroland 
Web  Systems  is  leading  at  Graph  Expo 
2012.  Core  technologies  in  web  print¬ 
ing,  including  record-breaking  speed, 
unparalleled  automation  and  ef¬ 
ficiency,  proxide  tbe  ultimate  in  future 
proofed  flexibiliU'.  Along  with  the  core 
enhancements  featured  by  manroland 
web  systems’  digital  press  and  post¬ 
press  solutions,  and  tbe  core  compe¬ 
tence  of  its  services,  consumables,  and 
controls,  manroland  Web  Systems  has 
one  of  the  most  comprehensive  and 
innovative  product  portfolios  in  print. 

"This  has  been  an  amazing  year  so 
far  for  manroland  Web  Systems,”  said 
Roland  Ortbach,  CEO  of  manroland 
Web  Systems  in  the  U.S.  and  Canada. 
“We  have  reestablished  our  presence 
and  our  relationships  with  our  cus¬ 
tomers  in  North  America  and  around 
the  world,  and  we  have  so  many  in¬ 
novations  to  exhibit.  At  Graph  Expo 
2012,  we  are  introducing  some  of  the 
most  cutting-edge  technology  ever 
seen  in  print  to  North  America,  w'hile 
continuing  to  make  sure  our  Core 
V’alues  —  our  dedication  to  the  needs 
and  success  of  our  customers  —  shine 
through.” 

The  Rotoman  DirectDrive  is  manro- 
land’s  answer  to  the  l6-page  market, 
with  its  abilit>’  to  perform  numerous 
print  jobs  in  a  DirectDrive:  Each 
printing  couple  is  equipf)ed  with  two 
motors  and  can  move  and  adjust  the 


cylinders  to  ensure  that  the  w  eb  passes 
through  untouched.  This  makes 
b\passed  printing  units  and  the  use  of 
blind  plates  a  thing  of  the  past,  result¬ 
ing  in  shorter  makeready  times  and 
less  w  aste.  Graph  Expo  attendees  can 
learn  more  at  booth  «2210. 

For  companies  looking  for  additional 
flexibilit}'  in  their  product  portfolios, 
the  32-page  Lithoman  offers  the  same 
advanced  automation  and  closed-loop 
tools  as  the  Rotoman  DirectDrive 
l6-page,  with  additional  production 
flexibilitv'.  Without  sacrificing  qual- 
it\’  or  increasing  waste  —  even  on 
extremely  short  runs  —  the  Lithoman 
32  is  an  ideal  solution  for  traditional 
l6-page  printers,  or  double-web  pub¬ 
lications  printers,  to  reduce  costs  and 
increase  throughput  while  shortening 
makeready  and  print  times,  without 
sacrificing  finishing  options. 

The  latest  member  of  manroland’s 
newspaper  press  line,  the  COLOR- 
MAN  e:line,  is  a  featured  product  at 
the  show.  Virtually  every'  system  on 
the  press  is  customizable  to  current 
needs  and  offers  options  for  gradual 
modular  upgrades  and  retrofits  over 
time.  The  COLORMAN  e:line  is  the 
first  newspaper  press  that  truly  grows 
with  the  printing  needs  of  the  press¬ 
room.  With  its  unbeatable  print  qual¬ 
ity,  flexibility,  and  possible  automa¬ 
tion  features,  it  sets  new  landmarks, 
according  to  the  manufacturer.  The 
design  is  nominated  for  the  Industry 
Price  2012  and  has  incorporated  a  lot 
of  advanced  functional  elements  as 
well  as  ergonomic  innovations. 

For  customers  looking  to  low'er 
production  costs  and  maintenance 
expenses,  and  increase  productiv¬ 
ity'  through  the  use  of  quality  con¬ 


sumables  and  process  optimization, 
manroland  continues  to  lead  the  way 
w'ith  its  portfolio  of  solutions:  print- 
services,  printcom  and  printnetwork. 
There’s  also  pressupdate,  the  solution 
to  keep  presses  running  state-of-the- 
art  through  refurbishment,  retrofit¬ 
ting,  reconfiguration,  or  upgrades. 

The  pressupdate  program  assesses 
the  needs  of  indiv'idual  pressrooms 
to  increase  efficiency,  boost  produc¬ 
tion,  and  respond  to  changing  market 
conditions  w'ithout  the  investment  in 
additional  capital  equipment. 

The  new  Operating  Coneept  solidi¬ 
fies  the  company’s  dedication  to  evolv¬ 
ing  press  operations,  w'orkflow'  and 
the  maintenance  experience  for  users, 
manroland  developed  its  controls 
with  a  possible  One  Touch  Operation 
solution.  No  longer  utilizing  a  series 
of  buttons  on  the  console,  the  new' 
Concept  w'orks  with  a  ControlPad, 
which  includes  an  overview  of  all  press 
functions  through  intuitive  multitouch 
operations.  A  wireless  notepad,  called 
the  Mobil  Pad,  eontaining  all  process 
control  and  w'orkflow  information,  can 
be  used  at  any  area  around  the  press. 
The  new  Operation  Concept  including 
the  Control  Center,  the  ControlPad, 
MobilPad,  and  printnetwork  software 
solutions  are  on  display  and  ready  for 
demonstration  at  booth  s'2210. 

Created  as  a  solution  for  Oce  digital 
roll  fed  presses,  manroland  is  intro¬ 
ducing  its  digital  postpress  technol¬ 
ogy  to  the  North  American  market  at 
Graph  Expo  2012.  The  variable  eut-off 
VPF  and  VFF  folders  and  VBC  col¬ 
lators  were  developed  for  the  digital 
market  and  are  available  inline  on  Oce 
digital  roll  fed  presses  and  offline  on  a 
roll-to-roll  platform  to  the  market  at 
large. 

Also  at  Graph  E.xpo  2012,  manroland 
showcases  press  products  from  Tensor 
Inti.  With  the  launch  of  the  new  part¬ 
nership  between  Tensor  and  manro¬ 
land  in  North  America,  Tensor  is  rep¬ 
resented  by  manroland  Web  Systems 
at  booth  #2210  to  discuss  single-width 
web  offset  printing  solutions.  ■ 
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To  address  the  latest  trends  in  print  and  digital  media,  we  have  assembled  an  exciting  list  of  speakers 
from  such  companies  as:  Adobe,  Accenture,  Kimberly-Clark,  Hearst  Digital,  Optimedia,  Merck, 
Barnes  &  Noble,  Atlantic  Media,  GroupM  and  PHD. 
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Print  Rises  Higher 
in  the  Far  East 

With  four  times  more  peopie  than  the  U.S., 
it's  no  wonder  print  is  booming  in  China 


With  some  1.34  bil¬ 
lion  people,  China’s 
population  surpasses 
the  United  States 

(nearly  313  million)  by  more  than  four 
to  one.  From  a  literacy  and  business 
p)erspective,  the  printing  indvistr\’  in 
China  is  growing  at  a  higher  rate  than 
more  mature  economies  such  as  North 
America,  Japan,  or  Western  Europe, 
according  to  InfoTrends.  Though 
growth  estimates  vary,  reliable  figures 
show’  that  China  averaged  a  19  percent 
increase  in  printing  revenue  each  year 
between  1999  and  2004. 

According  to  other  industry’  sources, 
the  number  of  newspapers  in  main¬ 
land  China  has  increased  from  only  42 
—  \irtually  all  are  government  ow’ned 
—  in  1968,  to  382  in  1980,  to  more 
than  2,200  today.  In  2006,  China  w'as 
the  largest  market  for  new’spapers, 
with  96.6  million  copies  sold  daily, 
compared  to  2006  figures  for  India 
(78.7  million),  Japan  (69-7  million), 
the  U.S.  (53.3  million),  and  Germany 
(21.5  million).  China  new’spaper 
advertisement  revenues  increased  128 
percent  between  2001  and  2006. 

Such  growth  in  the  Chinese  market 
is  presenting  significant  opportunities 
for  suppliers  such  as  ECRM  Imaging 
Systems,  Goss  Inti.,  manroland  Web 
Systems,  and  their  marketing  partners 
in  Asia.  For  example,  Beijing  Daily 
is  installing  a  new  heatset  web  press 
to  support  a  plan  to  expand  beyond 
its  current  newspaper  production 
capabilities  and  seize  new  commercial 
printing  opportunities. 

The  four-unit  Goss  M-800  press, 
featuring  a  four-pages-around  by  four- 


pages-across  (4x4)  cylinder  configura¬ 
tion,  will  go  into  production  later  this 
fall  at  a  facility’  in  Beijing,  where  more 
than  300  employees  print  more  than  2 
million  newspapers  daily. 

“We  now’  print  coldset  newspapers 
only  at  our  facility,  but  demand  for 
commercial  products  and  heatset  re¬ 
tail  inserts  is  increasing  in  our  region,” 
said  Jia  Fudong,  vice  director  for  the 
Beijing  Daily  printing  operation.  He 
projects  that  commercial  print  volume 
w’ill  continue  to  increase  over  the  next 
five  years  and  said  the  new'  press,  the 
first  M-800  model  to  be  installed  in 
China,  will  be  called  on  to  produce  a 
wide  range  of  products  and  formats. 
Print-quality  expectations  for  those 
products  are  increasing  along  with 
page  counts  in  the  Beijing  area,  w’hile 
run  lengths  are  stable,  Jia  said. 

A  PCC-2  pinless  folder  will  allow'  the 
new'  press  to  produce  heatset  products 
at  up  to  80,000  copies  per  hour  in 
straight  production  or  40,000  copies 
per  hour  in  collect  mode.  Goss  is  help¬ 
ing  to  equip  the  new  system  with  its 
Contiweb  FD  paster,  Ecocool  dryer, 
and  Omnicon  press  control  and  digital 
workflow  technology'. 

Tim  Mercy,  Goss  vice  president  of 
sales,  said  the  ability  to  print  maga¬ 
zine,  tabloid,  and  other  formats  in 
straight  or  collect  mode  makes  the 
M-800  model  a  good  fit  for  the  varied 
requirements  of  Beijing  Daily .  “This  is 
also  an  excellent  option  for  commer¬ 
cial  printers  looking  to  diversify  with  a 
four-around  press  that  complements 
existing  two-around  presses  such  as 
Goss  M-600  and  M-500  models,”  he 
said. 


Beijing  Daily  is  part  of  the  Beijing 
Daily  Group,  a  media  company  that 
manages  nine  newspapers  and  three 
magazines  as  well  as  w'ebsites,  a  pub¬ 
lishing  house  and  a  telev'ision  broad¬ 
casting  station.  The  group  publishes 
the  leading  circulation  newspapers  in 
the  area,  mduding  Beijing  Daily ,  Bei¬ 
jing  Evening  News,  Beijing  Morning 
Post,  and  Beijing  Suburbs  Daily. 

More  capacity  from 
manroland 

Also  in  Beijing,  the  Jiefangjun  Bao 
Printing  Factoiy  signed  a  contract  for 
a  Uniset  extension  with  manroland 
web  systems  and  manroland  Greater 
China.  Following  a  Geoman  contract 
for  Brilliant  Star  Printing  Services 
Ltd.,  this  marks  the  second  Chinese 
order  for  a  web-offset  press  shortly 
after  the  drupa  printing  trade  fair  and 
the  third  contract  in  Greater  China 
this  year,  (manroland  Web  Systems 
GmbH  generated  orders  worth  more 
than  $89  million  USD  during  drupa 
this  past  May.) 

Jiefangjun  Bao  Printing  Factory  has 
been  a  manroland  customer  for  26 
years.  Today,  it  works  with  a  num¬ 
ber  of  presses  including  a  Polyman, 
several  Unisets,  a  Cromoman,  and  a 
Roland  700  sheetfed  press.  With  the 
new  contract,  Jiefangjun  Bao  Printing 
Factory  adds  one  printing  tower  to  an 
existing  Uniset  to  meet  the  increased 
requirements  for  business  develop¬ 
ment.  The  production  capacity  of  the 
higher  speed  press  is  to  be  increased 
by  at  least  30  percent.  Output  and 
printing  parameters  of  tbe  press  will 
improve  significantly  as  well. 
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‘This  is  number  eight  cooperation 
with  manroland,”  said  Li  Kang,  direc¬ 
tor  of  .liefangjun  Bao  Printing  Factory. 
“Outstanding  printing  quality,  high 
level  of  automation,  and  flexibilitv’  of 
the  manroland  printing  presses  let  us 
benefit  tremendously.  These  are  the 
reasons  why  we  choose  manroland 
again.” 

Founded  in  1956,  Jiefangjun  Bao 
Printing  Factory’  today  is  one  of  the 
largest  printing  companies  in  China. 
Besides  its  own  newspapers,  including 
Jiefangjiin  Bao,  Zhongguo  Guqfang- 
bao,  Zhongguo  Minbing,  and  Military 
Correspondent,  the  printing  plant 
also  prints  CCTV Paper,  The  Mirror, 
People’s  Armed  Police  Report,  Beijing 
Youth  Daily,  and  hundreds  of  other 
newspapers  for  ministries,  army,  and 
local  editions. 


Automating  prepress 

This  spring,  ECRM  Imaging  Systems 
installed  two  fully  automated  NEWS- 


max  CtP  platesetters  at  the  produc¬ 
tion  facility’  oiPLA  Daily,  the  People’s 
Liberation  Army  flagship  militarj’ 
newspaper.  Marketing  partner  Lucky 
Huaguang  Graphics  provided  the 
violet  CtP  plates  used  wth  the  new 
production  configuration.  The  ECRM 
NEWSmax  platesetter  is  reported  to 
be  tbe  newspaper  industiy's  fastest 
production  platesetter. 

The  PIA  Daily  offers  16  versions  in 
15  languages  including  Chinese  (sim¬ 
plified  and  traditional),  Mongolian, 
Tibetan,  Uyghur,  Kazakhstan,  China’s 
ethnic  Korean  language,  Yi,  Zhuang, 
English,  Japanese,  Korean,  French, 
Spanish,  Russian,  and  Arabic.  With 
this  premedia  announcement,  imple¬ 
mentation  discussions  are  expected  to 
accelerate  in  other  Chinese  newspaper 
markets. 

“From  the  viewpoint  of  production, 
we  w’ere  drawn  to  several  prominent 
characteristics,”  Wang  Sen,  assistant 
director  of  the  PLA  Daily  printing 


plant,  said  of  the  ECRM  solutions. 
“First,  good  stability’  and  fast  pro¬ 
duction  speed.  Second,  the  quality 
of  printed  material  is  substantially- 
increased,  and  wide-angle  control  and 
color  reproduction  are  significantly- 
improved.  Third,  costs  are  reduced 
and  efficiency  is  raised.” 

The  fully  automated  NEWSmax  CtP 
family  provides  new  levels  of  simplici¬ 
ty,  versatility-,  and  economy  with  high¬ 
speed  performance  for  newspaper 
customers,  according  to  ECRM.  Avail¬ 
able  at  production  speeds  from  100  up 
to  400  plates  per  hour,  the  NEWSmax 
is  the  newspaper  industry  's  fastest 
production  platesetter.  Engineered 
for  high-volume  plate  production, 
NEWSmax  is  an  ideal  solution  for 
either  semi-  or  fully  automated  CtP 
production.  ■ 


UPCOMING  TRADE  SHOW: 
WAN-IFRA  Expo  2012  Oct.  29-31 
Frankfurt,  Germany 
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By  Tim  Sohn 


t’s  no  secret  that 
newspapers  and 
online-only  news 
organizations  are 
dedicating  more  and  more 
resources  to  their  websites 
and  other  digital  products. 
At  the  same  time,  publish¬ 
ers  are  cutting  back  on  print 
editions,  and  it  looks  like 
this  trend  will  only  expand 
over  time. 
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Advance  Digital  is  now  down  to  printing  three  papers  a 
week  in  Alabama,  Lxiuisiana,  and  Michigan,  while  it  ramps 
up  its  online  efforts.  Journal  Register  Co.,  which  filed  for 
bankrupted'  in  September,  has  also  bet  its  future  on  digital. 
However,  advertising  statistics  released  by  the  Newspaper 
Association  of  America  reveal  a  dismal  $798  million  in 
losses  on  the  print  side  for  the  first  half  of  2012,  and  only  a 
$32  million  digital  ad  gain.  With  this  increasing  focus  on 
digital,  it’s  critical  for  news  outlets  to  refine  their  search 
engine  optimization  strategies  to  draw  the  most  readership 
and  lure  potential  advertisers. 

Arkansas  Times 

The  Arkan.sa.s  Times,  which  updates  arktimes.com 
with  news  and  blogs  on  a  daily  basis,  also  publishes  a 
30,000-circulation  alternative  weekly  paper.  However, 
according  to  editor  Lindsey  Millar,  the  Times  tries  to  stay 
away  from  using  the  word  “weekly,”  because  it  is  constantly 
publishing  news  online. 

Arkansas  Times  senior  editor  Max  Brantley,  who  has  been 
in  the  news  business  for  30  years,  writes  more  than  20 
items  each  week  for  the  site’s  Arkansas  Blog. 

“He  has  been  a  one-man  news  generator  since  we  started 
the  blog.  So,  for  a  long  time,  we  have  essentially  been  a 
daily  newspaper.  He  publishes  20  items  or  so  during  the 
week,  and  then  maybe  12  on  the  weekend,  and  we  break 
news  regularly  before  the  daily  paper  and  the  TV  station,” 
Millar  said.  The  Times  also  publishes  entertainment,  art, 
and  food  blogs. 


According  to  Millar,  all  content  published  in  the  alt- 
weekly  is  posted  online  as  indi\adual  stories.  They  use  the 
Foundation  content  management  system,  which  integrates 
both  Web  and  print  production  and  allows  the  art  director 
to  input  Web  headlines.  In  addition,  the  Times  publishes 
a  digital  edition  using  iss.uu.  However,  the  blog  content 
gets  much  more  traffic,  Millar  said.  Reporters  and  editors 
who  turn  in  copy  are  expected  to  wTite  kevword-driven 
headlines  for  both  Web  and  print.  So  what  makes  a  good 
headline? 

In  addition  to  focusing  on  kej’words,  “Just  like  normal 
headlines,  you  want  to  be  provocative  as  well  as  thought¬ 
ful,”  said  Millar,  who  added  that  they  use  a  tagging  system 
that  allows  users  to  find  content  based  on  topics.  Google’s 
Standout  tag  feature  allows  publishers  to  suggest  content 
that  is  featured  in  search  results. 

Millar  said  the  Times'  coverage  of  the  West  Memphis 
Three  —  three  men  convdeted  of  murdering  three  boys  in 
West  Memphis  who  were  freed  in  2011  after  18  years  in 
prison  —  was  the  “perfect  storm”  when  it  comes  to  SEO 
strategy. 

“We  had  just  piles  and  piles  of  articles  ...  We  had  time  to 
go  through  and  write  an  e.xplainer,  and  then  we  reported 
the  hell  out  of  it,”  Millar  said,  adding  that  the  Times  distrib¬ 
uted  coverage  through  Facebook,  Twitter,  and  email  alerts. 
In  addition,  a  West  Memphis  Three  topic  category  ap¬ 
peared  on  the  top  and  bottom  of  every  page,  w'hich  linked 
to  the  e.xplainer.  Millar  emphasized  the  importance  of 
publi.shing  news  —  and  a  lot  of  it. 
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“I  think  what  places  like  The  New 
York  Times  and  Mother  Jones  have 
done  with  explainers  is  really  obvious, 
but  not  nearly  enough  people  do  it, 
and  it’s  incredibly  useful  not  just  for 
readers,  but  especially  for  SEO.  That’s 
really  where  I’m  hoping  that  we  can 
move  —  having  all  of  these  topic 
pages  for  all  of  the  subjects  that  we 
cover  most  frequently,  and  each  one 
of  those  would  lead  into  something 
like  w'e  did  with  the  West  Memphis 
Three,”  said  Millar,  who  added  that 
the  Times  use  Google  Analytics  and 
finds  that  readers  are  mostly  drawn  to 
news  and  politics  coverage. 

When  it  comes  to  referrals,  ark- 


times.com  sees  the  most  from  social 
media,  especially  Facebook,  not 
se'drch.  Arkansas  Times  maintains  six 
Facebook  pages,  updated  mostly  by 
the  editorial  department,  in  addition 
to  Twitter  and  Tumblr  accounts. 

The  Times  editors  receive  support 
from  a  social  media  division,  which 
also  manages  social  media  platforms 
for  clients.  Newspapers  that  offer 
SEO  services  to  local  businesses  are 
becoming  increasingly  common. 
Tribune  Co.  has  a  digital  consulting 
division  called  435  Digital,  and  Dow 
Jones  Local  Media  Group  has  a  lo¬ 
cal  online  marketing  division  called 
Media  Blacksmith. 


“I  think  what  places 
like  The  New^  York 
Times  and  Mother 
Jones  have  done 
with  explainers  is 
really  obvious,  but 
not  nearly  enough 
people  do  it,  and 
it’s  incredibly  useful 
not  just  for  readers, 
but  especially  for 
SEO” 

-  Arkansas  Times  editor 
Lindsey  Millar 


International 
Business  Times 

The  online-only  International 
Business  Times  (ibtimes.com), 
which  was  launched  in  2006  by 
chief  executive  officer  Etienne  Uzac 
and  chief  content  officer  Jonathan 
Davis,  publishes  10  editions  in 
seven  languages  in  the  U.S.,  Europe, 
and  Asia.  Its  content  focuses  on 
business  news  that’s  relevant  to 
each  local  market.  According  to 
Uzac,  IBT  saw  “significant  growth” 
in  2010  after  it  added  more  cover¬ 
age  and  honed  its  SEO  strategy. 

Six  million  unique  visitors  from  the 
U.S.  w'ent  to  ibtimes.com  in  August, 
and  a  total  of  12  million  visited 
worldwide.  Davis  said  the  articles 
that  get  the  most  traffic  typically 
are  technology,  media,  company, 
product,  and  business-related. 

IBT  uses  a  multipronged  approach 
in  its  content  strateg}’.  “I  think  SEO 
is  one  part  of  the  strategy  that  we’re 
using.  There’s  a  number  of  ways 
that  we’re  approaching  develop¬ 
ment  of  our  content  and  positioning 
that  in  front  of  our  audience  and 
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making  sure  we’re  reaching  the  people 
we  want  to  reach,"  he  said,  adding  that 
they  started  weaxing  anahtics  tools 
into  the  newsroom  workflow  in  2010 
—  IBT  uses  Chartbeat,  Webtrends, 
Google  Anahtics,  and  Statcounter. 

In  addition  to  SEO  as  part  of  its 
content  strategy-,  IBT  always  includes  a 
“global  perspective”  and  “comprehen¬ 
sive  insight,”  Davis  said. 

At  IBT,  editors  and  reporters  are 
heavily  involved  in  stoiy-  development 
and  selection  strategy-.  They  choose 
stories  that  they  think  readers  yyill  be 
interested  in,  and  the  analytics  and 
editorial  teams  yvork  together  to  help 
decide  story-  placement  on  the  web¬ 
sites. 

“There’s  an  editorial  agenda  yve  have 
for  the  day.  Obyiously,  yy-e  have  a 


as  the  content  goes  out,  then  yy-e  can 
immediately-  see  hoyv  people  are  find¬ 
ing  the  content,  yvhether  it’s  through 
the  yvebsites,  yvhether  there’s  better 
positioning  on  the  front  page  or  on  the 
section  pages  that  can  optimize  it.  And 
also  yy-hat  ty-pe  of  keywords  people  are 
using  to  come,”  Day-is  said. 

Depending  on  those  results,  editors 
yy-ill  make  changes  throughout  the 
day  to  optimize  the  content  for  best 
positioning.  For  example,  based  on 
analytics,  staffers  yy-ill  find  out  whether 
readers  are  looking  for  a  particular 
story-  based  on  the  name  of  a  product 
or  company. 

Social  feedback  is  also  a  key  tool  for 
the  IBT  in  terms  of  developing  and  ad¬ 
justing  its  content.  The  teams  monitor 
yy-hat  readers  are  sajdng  on  Facebook, 


There’s  a  number 
of  ways  that  we’rae 
approaching 
development  of  our 
content  and 
positioning  that  in 
front  of  our 
audience  and 
making  sure  we’re 
reaching  the  people 
we  want  to  reach” 

-  Jonathan  Davis, 

International  Business  Times  Chief 
content  officer 


yy-hole  calendar  of  things  yve  need  to  Tyy-itter,  Google+,  and  other  platforms 

cover  on  a  daily  basis,  and  for  the  most  to  get  a  good  idea  of  yy-hat  they  are 

part,  that’s  yvhat  yve  cover.  Hoyvever,  interested  in  content-yy-ise.  IBT  has  a 
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Maximizing  neyvs  business 


partnership  with  Linkedin  Today,  and 
stories  get  picked  up  daily  hy  Reddit 
and  Slashdot. 

Davis  said  creating  Weh  headlines  is 
a  trial-and-error  process  and  called  it 
an  “art.” 

At  IBT,  the  linking  strategv'  isn’t 
uniform  across  the  new'sroom.  Some 
reporters  link  to  external  sources,  hut 
Davis  said  internal  linking  is  “really 
important.” 


IBT  currently  uses  a  proprietary  CMS 
but  will  soon  be  moving  to  a  Drupal 
platform. 

Patch 

Patch,  owned  by  AOL,  has  850  hvperlo- 
cal  news  sites  across  the  U.S.  According 
to  chief  content  officer  Rachel  Fedder- 
sen.  Patch  focuses  heavily  on  what  she 
calls  the  localization  of  search. 

“The  search  engines  are  increasingly 


personal 
you  are  searching  from,  and  that’s 
where  Patch  can  really  shine.  So,  we 
have  to  be  smart  about  alerting  the 
search  engines  to  our  location.  We  have 
some  back-end  technologv'  that  goes 
into  that  on  our  proprietaiy  system,” 
Feddersen  said,  adding  that  Patch’s 
strategv'  is  a  combination  of  back-end 
technologv'  and  smart  storv'  stnicturing 
using  local  names  and  location. 
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Isibility 


For  example,  she  said,  a  Patch  local  editor 
would  write  “Lower  Merion”  instead  of 
Philadelphia,  but  without  overusing  the 
words. 

Another  example  she  cited  was  the  local¬ 
ization  of  national  news,  especially  this  past 
August  with  the  Aurora,  Colo.,  shooting. 
According  to  Feddersen,  anahtics  residts 
showed  that  {people  were  not  searching  for 
gun  laws,  but  rather  for  specific  local  infor¬ 
mation,  such  as  “Is  there  extra  securiU’  at 
my  local  theater?”  “Is  my  theater  .still  show¬ 
ing  this  morie?”  “What’s  happening  in  my 
ZIP  code,  and  not  only  in  my  ZIP  code,  but 
maybe  a  mile  from  my  bouse  at  the  morie 
theater?" 

Feddersen  said  that  even  though  Patch 
gets  most  of  its  referrals  from  search,  social 
does  play  a  significant  role  in  the  ranking  of 
articles. 

“Search  engines  are  looking  at  social  cues 
for  ranking  various  pieces,  not  how'  many 
times  something  was  shared,  but  bow'  influ¬ 
ential  are  the  f>eople  sharing  it,  how  much 
was  it  commented  on,”  she  said.  Because  of 
this  search  engine  beharior,  Patch  reaches 
out  to  local  influencers  to  help  distribute 
stories  on  social  media.  Feddersen  said  her 
editors  know  local  coaches,  principals,  PTA 
presidents,  parents,  etc.,  so  it  isn’t  awkward 
to  approach  them  to  help  out. 

“We  have  relationships  with  people  in  the 


communiri’  that  are  natural  to  capitalize  on 
or  natural  to  highlight  and  just  make  the 
news  very  shareable,  and  that  in  turn,  like 
being  good  neighbors  and  being  good  mem¬ 
bers  of  the  community,  happens  to  enhance 
our  social  SEO  strategj  ,”  she  said,  adding 
that  mobile  is  an  important  part  of  Patch’s 
strateg}',  since  search  is  the  largest  referrer 
to  Patch’s  local  and  events  listings. 

In  terms  of  kewords  and  tagging,  Patch 
tags  all  its  content  with  local  names  and 
things,  and  AOL  headquarters  prorides 
trending  terms  to  all  the  local  editors  for 
them  to  use  when  they  tag.  Patch  also  has 
its  own  audience  and  analytics  team  that 
local  editors  can  make  inquiries  to  about 
kevAvords  and  other  concerns. 

Feddersen  emphasized  the  importance  of 
using  the  hejAvords  that  people  are  actually 
searching  for.  For  example,  people  search 
for  police  and  fire,  not  public  safety,  she 
said. 

July  4  is  a  big  deal  for  Patch,  so  the  net¬ 
work  had  to  figure  out  w'hat  w'ording  to  use 
in  its  stories:  July  4,  July  4th,  or  Fourth  of 
July.  The  result  was  July  4th,  according  to 
analytics  tools. 

Feddersen  said  coverage  of  the  Perseid 
meteor  shower  was  also  big  for  Patch  be¬ 
cause  of  the  importance  of  location. 

In  terms  of  analytics  tools.  Patch  uses 
Omniture,  Chartbeat,  and  has  produced 
proprietary  reports  for  its  editors.  Patch 
content  appears  on  the  AOL  homepage 
and  The  Buffington  Post,  another  AOL 
property. 

“The  most  interesting  challenge  is  how 
specific  can  we  get  around  a  search  term 
that  we  can  have  a  really  significant  impact 
on  our  ranking  across  the  country,” 
Feddersen  said.  ■ 


SEO  BASICS 


The  following  SEO  tips  are 
excerpts  from  Google’s 
Search  Engine  Optimization 
Starter  Guide. 


CONTENT:  creat¬ 
ing  compelling  and  useful 
content  will  likely  influence 
your  website  more  than  any 
other  factors. 


KEYWORDS:  Think 

about  the  words  that  a 
reader  might  search  for 
to  find  a  piece  of  content. 
Google  AdWords  provides 
a  keyword  tool  that  helps 
users  discover  new  keyword 
variations  and  see  the  ap¬ 
proximate  search  volume  for 
each  keyword.  Also,  Google 
Webmaster  Tools  provides 
readers  with  the  top  search 
queries  for  a  site  and  the 
ones  that  led  the  most  read¬ 
ers  to  a  site. 


IMAGES:  ah  im¬ 
ages  should  have  a  distinct 
filename  and  “alt”  attribute. 
The  alt  attribute  allows 
users  to  sp^ify  alternative 
text  for  the  image  if  it  cannot 
be  displayed  on  the  browser 
being  used. 


HEADING  TAGS: 

Heading  tags  are  used  to 
present  structure  on  the 
page  to  users.  There  are  six 
sizes  of  heading  tags,  begin¬ 
ning  with  <h1>,  the  most 
important,  and  ending  with 
<h6>,  the  least  important. 

For  a  news  story,  the  name 
of  the  site  could  go  into  an 
<h1>  tag  and  the  topic  of  the 
story  into  an  <h2>  tag. 


MOBILE:  Publishers 

should  verify  that  their  mo¬ 
bile  sites  are  being  indexed 
by  Google.  If  not,  they  can 
submit  a  mobile  sitemap 
through  Google  Webmaster 
Tools. 


GOOGLE  NEWS: 

If  s  important  that  news¬ 
paper  publishers’  content 
show  up  in  Google  News  to 
help  drive  more  traffic.  Go  to 
https://support.google.com/ 
news/publisher/bin/topic.py 
?hl=en&topic=2481 294&par 
ent=TopLevel&ctx=topic  for 
more  details  on  how. 
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Advertising  &  Circulation 

innovation 


AdManagerPro"’  and  CirculationPro'give  you  the  ability  to 
manage  your  advertisers  and  subscribers,  report,  publish, 
and  centralize  operations,  all  in  easy-to-use 
browser-based  systems. 
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HYPERLOCAL 


Swine  Flu  Feare  Winding  Down 


There  is  no  shortage  of  interest  within  the 
newspaper  industry  about  the  promise 
that  local  online  journalism,  often  dubbed 
“bjperlocal,”  offers  to  tbe  bottom  lines  of 
beleaguered  companies.  The  industry’  has  seen  a 
fair  number  of  ups  and  do\vns  since  2005,  when 
online  journalists  began  to  offer  content  geared 
toward  small  geographic  regions.  Large  companies 
such  as  The  New  York  Times,  Gannett,  and  AOL 
have  invested  millions  into  solving  the  hvperlocal 
riddle,  and  the  results  have  been  mixed  at  best. 
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Like  any  other  industiy,  there 
have  been  a  number  of  failures  by 
indhiduals,  businesses,  investors, 
and  journalists  looking  to  make  a 
go  of  this  exciting  new  format  for 
delivering  news.  But  among  the 
failures,  there  are  success  stories 
that  point  to  developir.g  trends 
and  the  best  strategies  to  build 
and  sustain  a  profitable  local  news 
site. 


The  epicenter 

New  Jersey  has  been  an  incuba¬ 
tor  of  sorts  for  the  local  online 
news  movement.  With  home  rule 
in  effect,  a  specific  municipalitj’ 
controls  eveiy  inch  of  the  state, 
which  means  most  tovMis  have 
a  news-generating  cit)’  council, 

locd  police  and  fire  departmen^,  “Largc  media  organlzatlons  cannot 

and  a  strong  sense  of  community  I  O  O 


identification  and  participation  to 
keep  reporters  on  their  toes. 

Traditional  media  companies  in 
New  Jersey  have  e.\perimented 
with  launching  their  own  hjperlo- 
cal  sites.  Gannett  launched  injer- 
sej’.com  in  seven  towns  cicross  the 
state  in  2009,  reaching  upward  of 
17  towns  before  deciding  to  close 
the  sites  in  July  2011. 

The  New  York  Times  also 
branched  into  New  Jersey, 
launching  The  Local  in  early 
2009  to  cover  the  towns  of 
Maplewood,  Millbum,  and  South 
Orange.  Just  16  months  later,  the 
blogs  were  shuttered  and,  as  the 
Times' Yxm  Schachter  told  Nie- 
man  Journalism  Lab,  “Large  me¬ 
dia  organizations  cannot  afford  to 
cover  large  geographic  areas  in  a 
hjperlocal  way  using  e.\clusively 
paid  staff.” 

On  a  more  positive  note,  AOL 
has  86  h\perlocal  news  sites 
operating  in  Nev\'  Jersey.  The 
first  Jersey  Patch  site  launched 
in  Februaty  2009,  and  journalis¬ 
tic  performance  has  been  mixed 


afford  to  cover  large  geographic  areas 
in  a  hyperlocal  way  using  exclusively 

paid  staff.”  —  Jim  Schachter,  New  York  Times 


*  Gannett  ended  its  ambitious  New  Jersey-based  hyperlocai  project  in  2011.  At  its  peak, 
injersey.com  covered  17  towns. 
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*  The  Local  was  a  short-lived  hyperlocai  from  The  New  York  Times  that 
was  launched  to  cover  New  Jersey  neighborhoods. 


since  then.  However,  Patch 
was  the  first  news  organiza¬ 
tion  in  the  state  to  break  the 
news  that  Gov.  Chris  Christie 
used  a  state  police  helicopter  to 
attend  his  son’s  baseball  game 
after  he  spent  the  entire  year 
criticizing  wasteftil  govern¬ 
ment  spending. 

So  how  does  a  state  with  an 
estimated  140  hyperlocal  news 
sites  help  sustain  and  grow  this 
new  model  for  journalism? 

Montclair  State  University 
has  recently  taken  steps  to  help 
nurture  local  digital  journal¬ 
ism  in  the  state.  With  the 
help  of  the  Geraldine  Dodge 
Foundation,  Montclair  State 
is  aiming  to  help  these  fragile 
and  often-ine.xperienced  news 
organizations  survive  the  vola¬ 
tile  shifts  in  the  economics  of 
journalism. 

To  make  sure  the  program 
got  off  on  the  right  foot,  the 
university  recruited  one  of  the 
local  online  news  movement’s 
earliest  innovators,  Debbie 
Galant,  to  run  the  program. 
According  to  Galant,  the 
program  will  help  journalists 
and  innovators  in  all  aspects  of 
their  business,  everything  from 

editorandpublishercom 


negotiating  health  and  liability 
insurance  to  content  sharing 
and  distribution. 

“What  we’re  hoping  to  do 
is  build  a  news  co-op  for  the 
state,  sort  of  an  Associated 
Press  of  local  online  news,” 
Galant  said.  “Hopeftilly  it  will 
enable  sites  to  save  money  and 
be  more  efficient  by  working 
together.” 

Revenue  streams 

Funding  hyperlocal  journal¬ 
ism  efforts  is  one  of  many 
challenges  facing  journalism 
entrepreneurs  looking  for  the 
opportunity  to  start  and  main¬ 
tain  their  own  site. 

So  far,  in  order  to  run  a 
profitable  site,  selling  ads  is 
mandatory.  But  the  key  is  to 
build  an  audience  around  your 
content  before  making  any 
attempt  to  solicit  businesses  to 
advertise.  In  fact,  most  of  the 
successful  independent  local 
news  sites  focused  on  creating 
interesting  content  first  and 
operated  for  months  prior  to 
selling  ads  on  their  website. 

Tracy  Record  didn’t  start  sell¬ 
ing  ads  on  West  Seattle  Blog 
until  a  year  after  she  started 
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publishing,  but  once  she  had  a  steady  stream  of 
online  \isitors  she  could  count  on  each  month, 
the  key  was  setting  the  right  price  point  for  her 
advertising  inventoiy. 

"We  see  people  who  start  way  low.  ‘Oh  please, 
please  buy  an  ad  from  me;  I'll  sell  you  one  for 
twent>'-five  bucks,”  Record  said.  “It’s  veiy  hard 
to  raise  your  prices  from  a  level  like  that  to  a  level 
where  you  can  survive  as  a  business,  so  look  at  an 
appropriate  starting  level.” 

Denise  Civiletti  also  waited  to  sell  ads  on  River- 
head  (N.Y.)  Local  until  she  established  a  strong 
following  online,  even  though  her  husband  had 
lived  in  the  town  all  his  life  and  knew  a  lot  of 
business  owners  who  constantly  bombarded  her 
to  let  them  buy  ads. 

“I  wanted  to  build  up  content  and  have  some¬ 
thing  of  substance,  and  wanted  all  the  tech 
issues  resolved,”  Civiletti  said.  “Before  I’m  taking 
p)eople’s  money,  I  needed  to  make  sure  I  can 
produce.” 

Dan  Jacobson  found  the  best  way  to  sell  ads  for 
his  new  local  news  site,  the  Asburv'  Park  (N  J.) 
Sun,  was  to  stick  to  the  basics,  just  like  he  does  at 
his  alt-weekly  print  publication,  the  triCityNews. 

“The  key  to  selling  local  ads  is  to  keep  the  rates 
low  and  the  terms  simple,”  Jacobson  said.  “I  come 
from  branding  and  marketing  experience,  so  all 
this  click-through  stuff  I’m  not  buving  into,  and 
neither  are  our  advertisers.” 

Some  hvperlocal  news  sites  have  moved  toward 
events  as  a  way  to  help  fund  their  journalistic 
enterprises.  Lance  Knobel,  co-founder  of  Berke- 
leyside  (Berkeley,  Calif),  had  experience  planning 
large-scale  events,  and  brought  that  experience 
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*  Baristanet,  a  successful  hyperlocal  covering  New  Jersey,  was  launched  by 
Debbie  Galant  in  2004. 


>  Riverhead  Local  is  a  New  York  hyperlocal  run  by  Denise  Civiletti. 
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with  him  to  help  create 
events  to  benefit  Berkeley- 
side’s  bottom  line,  while  at 
the  same  time  staying  true 
to  its  mission  of  helping  the 
community. 

The  Berkeleyside  team 
has  created  and  developed 
local  business  forums.  The 
last  event,  called  “Startup 
Berkeley,”  focused  on  the 
strengths  and  weaknesses 
of  local  start-ups,  how  to 
harness  innovation,  and  how 
to  nurture  the  local  start-up 
climate. 

Among  the  speakers 
Knobel  recruited  were  Will 
Wright,  founder  of  the  video 
game  company  Stupid  Fun 
Club,  and  David  Hvinan, 
founder  and  CEO  of  stream¬ 
ing  music  service  MOG.  The 
event  was  a  success,  both 
for  the  community  and  for 
Berkeleyside,  with  more 
than  200  paid  attendees. 
Ned  Berke,  founder  of 
Sheepshead  Bites  (Sheeps- 
head  Bay,  Brooklvn,  N.Y.), 
also  devotes  time  and  energv' 
to  developing  events.  He 
is  currently  gearing  up  for 
the  second  annual  “A  Taste 
of  Sheepshead  Bay,”  which 
brings  together  about  20 
restaurants  and  several  hun¬ 
dred  community’  members, 
as  well  as  food  critics  from 
all  around  the  city. 

"Not  only  is  this  great  for 
our  profile,  but  it  really  gets 
the  businesses’  names  out 
there,”  Berke  said. 

A  well-funded  collection  of 
local  news  sites  serving  New' 
York  City,  called  DNAinfo, 
created  an  online  marketing 
conference  for  local  small 
businesses,  where  the  top 
minds  in  online  marketing. 


including  representatives 
from  Google  and  Four¬ 
square,  present  ideas  to  help 
small  businesses  improve 
their  online  marketing  savvy. 

“It’s  important  for  us  to 
help  local  business  be  suc¬ 
cessful  across  the  board,” 
said  Leela  de  Kretser,  edito¬ 
rial  director  and  publisher  of 
DNAinfo. 

DNAinfo  also  has  found 
success  revamping  tradition¬ 
al  legacy  media  properties 
and  introducing  them  online 
for  readers.  In  addition  to 
its  holiday  gift  guide,  the  site 
had  a  great  deal  of  adver¬ 
tiser  support  for  its  back-to- 
school  guide  for  NYU  and 
Columbia,  which  is  distrib¬ 
uted  to  college  students 
throughout  the  city’. 

Michael  Shapiro,  ovv'ner  of 
another  New  Jersey  hvperlo- 
cal  called  The  Alternative 
Press,  has  begun  franchis¬ 
ing  his  existing  Web  model 
to  surrounding  tovv'ns  for 
people  looking  for  the  op¬ 
portunity  to  start  a  site  in 
their  own  area.  Right  now, 
Shapiro  has  nine  licensed 
sites  up  and  running,  with  a 
tenth  on  the  way  Oct.  1. 

‘There  are  so  many  journal¬ 
ists  out  there  who  w  ould  love 
to  start  a  hjperlocal  for  their 
tow'n.  We  enable  them  to  do 
so  quickly  at  a  veiy  low  cost 
and  give  them  all  the  tools 
they  need  to  be  successful  so 
they  can  focus  on  grow-ing 
their  business,”  said  Shap¬ 
iro,  who  is  also  planning  on 
launching  several  new  reve¬ 
nue  streams  in  2013  for  The 
Alternative  Press,  including 
sponsorships  of  the  popular 
daily  e-newsletter. 

Ben  Ilfeld  has  been  a 


*  New  Jersey  hyperlocal  the  Asbury  Park  Sun  follows  a  similar  ad 
strategy  to  owner  Dan  Jacobson’s  alt-weekly  print  newspaper. 

pioneer  in  terms  of  developing  unique  ways  to  monetize 
and  fund  his  local  online  news  site,  Sacramento  Press. 

In  addition  to  standard  banner  ads,  Ilfeld  has  develop)ed 
a  local  advertising  network  called  SLOAN  (Sacramento 
Local  Online  Ad  Network).  It  allows  other  websites  to 
cany  ads  sold  to  the  network,  and  the  reach  has  attracted 
a  wide  array  of  advertisers.  “Even  though  a  large  amount 
of  revenue  gets  split  to  other  publishers,  it’s  important  for 
the  health  of  our  community,”  Ilfeld  said.  “It’s  better  if  we 
have  a  business  relationship  vv'ith  other  niche  sites  in  the 
city.” 

Ilfeld  also  does  social  media  consulting  —  evervthing 
from  building  business  sites  in  WordPress  to  advis¬ 
ing  on  social  media  strategv'.  “Sacramento  isn’t  the  best 
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“It’s  one  thing  to  say  you  are  local; 
it’s  another  to  he  truly  local.  We  don’t 
just  talk  the  talk,  we  walk  the  walk, 
and  our  communities  know  it.” 

I 

—  Michael  Shapiro,  owner  of  The  Alternative  Press  | 


economy,  so  w  e  have  to  make  sure  our 
clients  are  successful,”  Ilfeld  said. 

Driving  traffic 

Like  most  communiU’  newspapers 
across  the  country,  the  best  tool  online 
news  sites  have  to  promote  themselves 
is  to  be  out  in  the  communiU',  report¬ 
ing  on  everything  from  little  league 
baseball  to  the  local  farmer’s  market. 

Berkeleyside  has  developed  a  strategy’ 
to  partner  with  traditional  media 
sources  to  drive  traffic  to  its  site.  In 
a  content-sharing  arrangement  with 
the  San  Francisco  Chronicle,  snippets 
of  Berkeleyside  stories  appear  on  the 
Chronicle's  website,  with  a  link  back  to 
Berkeleyside  for  readers  w  ho  w  ant  to 
finish  the  story.  Sometimes  this  results 
in  thousands  of  new  unique  users, 
especially  if  a  particular  story  makes  it 
to  the  Chronicle's  homepage. 

Shapiro  said  he’s  able  to  keep  The 
Alternative  Press  front  and  center  by 
participating  in  as  many  local  chic 
groups  as  he  can.  He’s  currently  presi¬ 
dent  of  the  Rotary  Club  in  Berkeley 
Heights,  on  the  board  of  several  local 
chambers  of  commerce,  and  also 
volunteers  with  several  local  organiza¬ 
tions.  All  of  this  requires  more  time  to 
be  added  to  his  already  packed  sched¬ 
ule,  but  he  says  it’s  w'orth  it  in  order  to 
establish  the  credibilih’  of  the  site. 

“It’s  one  thing  to  say  you  are  local; 
it’s  another  to  be  truly  local,”  Shapiro 
said.  “We  don’t  just  talk  the  talk,  we 
w  alk  the  walk,  and  our  communities 
know  it.” 

The  importance  of  social  networking 


•:  on  sites  such  as  Facebook  and  Twitter  ; 
1  can’t  be  overstated,  but  like  amthing 
j  else,  your  site’s  strategy’  needs  to  be 
i  mapped  out,  or  you  could  spend  an 
i  inordinate  amount  of  time  that  could 
I  be  better  spent  reporting,  posting  new  : 
i  stories,  or  selling  ads.  j 

I  West  Seattle  Blog  w'as  an  early  i 

i  adopter  of  local  social  media  and  has 
developed  a  great  relationship  among  ; 
!  readers  on  its  various  accounts.  The 
I  blog’s  Facebook  page  has  nearly  ; 

I  8,000  followers,  and  Record  posts 
'  new’  content  all  day  across  the  various 
j  networks,  all  v\ith  one  aim  in  mind  —  | 
j  engagement.  j 

!  “It’s  a  place  w  e  have  to  be,  because  | 

I  some  members  of  our  community’  j 
;  are  there  and  expect  to  get  their  neyvs  i 
,  there,”  Record  said.  I 

Advice  for  hyperlocal 
start-ups 

I  The  hyperlocal  neyvs  scene  has  been  | 
]  a  tricky  model  for  both  legacy  media 
;  and  independent  entrepreneurs  to 
i  succeed  and  thrive  in,  but  the  sites 
I  that  hay  e  remained  sustainable  point 
I  to  some  clues  as  to  hoyv  neyvs  start-ups 
;  can  best  set  themselves  up  for  long- 
!  term  success. 

;  Ilfeld  at  Sacramento  Press  stressed 
i  that  for  legacy  companies  interested  in 
I  investing  in  hyperlocal  journalism,  the  i 
I  important  decisions  they  need  to  make  | 
j  are  strategic,  not  tactical. 

I  “I  think  it’s  crucial  for  interested 
i  companies  to  have  a  good  strategy’ 

:  defined,  good  revenue  streams  set  up, 

'  and  hit  it  hard  to  sell  these  projects,"  i 


Ilfeld  said.  “The  biggest  failure  is  a 
lack  of  buy-in  from  either  the  business 
side  or  the  editorial  side.” 

At  triCityNerc's,  Jacobson  aKvays 
shunned  the  Internet,  for  fear  that  it 
yvould  cannibalize  his  print  publica¬ 
tion’s  business.  So  yvhen  he  launched 
his  hyperlocal  neyvs  site,  the  Asburv’ 
Park  Sun,  Jacobson  kept  his  goal  mod¬ 
est:  Simply  have  the  Sun  cany’  its  oyvn 
yveight  financially.  So  far,  so  good. 

“I  don’t  believe  the  economic  benefit 
of  this  type  of  journalism  is  in  conven¬ 
tional  profit,”  Jacobson  said.  “I  think 
the  main  economic  benefits  come  in 
much  different  forms.” 

Jacobson  sees  the  Sun  as  a  yvay  to 
boost  the  reputation  of  triCityNexcs, 
as  yvell  as  bring  in  more  advertisers. 

In  addition,  hay’ing  an  online  presence 
has  alloyved  a  neyv  revenue  stream  to 
open  up  at  this  company. 

For  Record  at  West  Seattle  Blog,  the 
term  “hyperlocal  yvebsite”  can  mean 
many  things,  but  in  terms  of  provid¬ 
ing  online  community’  neyvs,  hay’ing 
a  journalism  background  is  all  but 
mandatory’. 

“I  can’t  imagine  being  able  to  do  this 
yvithout  everything  I  learned  to  do 
over  decades  of  yvorking  yvith  great 
people  —  both  mentors  and  colleagues 
—  and  I  am  still  learning,”  Record 
said. 

Record  said  the  best  thing  any  one 
company  or  indhidual  can  do  that’s 
interested  in  starting  their  oyvn  neyvs 
site  is  to  strive  to  keep  listening  and 
responding  to  the  community  ’s  yvants 
and  needs. 

“Just  keep  listening,  and  you  yvill 
knoyy  yvhat  to  do.  The  challenge  then 
becomes  finding  the  time  and  resourc¬ 
es  to  do  it,  but  that’s  a  yvhole  other 
story-."  ■ 


Rob  Tornoe  is  a  cartoonist  and  colum¬ 
nist for  Editor  &  Publisher  and  can  be 
reached  at  robtornoetS gmail.com. 
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How  Web  analytics 
are  shaping 
advertising  dollars 
and  the  newsroom 

By  Nu  Yang 

A  2011  journalist  engage¬ 
ment  survey  conduct¬ 
ed  by  the  Donald  W. 
Reynolds  Journalism 
Institute  showed  that  9  out  of 
10  daily  community  newspapers 
receive  Web  analytics  reports 
on  Internet  data  such  as  page 
views,  length  of  visits,  and  traffic  to 
their  websites.  Forty-one  percent  of 
the  529  daily  community  newspapers 
editors  interviewed  said  they  receive 
Web  analvtics  reports  every  day. 

As  the  industiy-  shifts  from  circulation  and 
readership  to  page  views  and  click-throughs, 
publishers  and  advertisers  are  paying  more  at¬ 
tention  to  website  data  such  as  ad  impressions 
and  unique  visitors.  Some  publishers  are  using 
free  services  such  as  Cioogle  .\nalytics,  while  oth¬ 
ers  are  turning  to  companies  such  as  Chartbeat 
that  prov  ide  real-time  analytics  ftjr  websites  in 
order  to  make  sense  (and  cents)  of  their  Web 
analysis. 
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Goi'J^lc  Analytics 


Numbers  and  Data 

For  publishers  looking  to  get  their 
feet  wet  with  Web  anahtics,  Gk)ogle 
Analytics  is  a  free  tool  that  is  flexible 
enough  to  use  with  any  business.  The 
company  also  offers  a  premium  ser\ice 
for  a  fee. 

According  to  Google’s  Anahtics  ad¬ 
vocate  Justin  Cutroni,  the  search  giant 
became  involved  with  Web  analysis 
about  seven  years  ago  in  order  to  help 
content  publishers  measure  audience 
beha\ior  and  advertisers  measure 
their  expenses  for  a  better  return  on 
investment.  With  Google  Anahtics, 
there  is  no  hardw  are  or  software  to  in¬ 
stall  —  just  input  a  JavaScript  code  on 
the  website  pages  and  Google  Anaht¬ 
ics  starts  to  collect  the  data. 

“One  of  the  most  important  metrics 
to  track  is  conversions,  w  hich  is  when 
a  visitor  to  your  site  completes  an 
important  task,”  Cutroni  said.  “Every 
company  should  outline  the  primaiy 
business  objectives  of  their  website 
(macro-conversions).  This  can  be 
completing  a  sale  or  filling  out  a  Get 
a  Quote  form.  It's  equally  important 
to  figure  out  what  smaller  actions 
(micro-conversions)  might  lead 
someone  to  a  macro-conversion  down 
the  line,  like  visiting  the  Contact  Us 
page,  spending  more  than  10  minutes 
on  your  site,  viewing  a  certain  number 
of  videos,  or  signing  up  for  an  email 
newsletter.” 

Google  Anahtics  also  integrates 


with  Google  AdSense,  another  free 
program  that  helps  publishers  earn 
revenue  by  displaying  relevant  ads 
with  their  online  content.  AdSense  in¬ 
cludes  ads  on  site  search  results  pages, 
displays  ads  on  the  w'ebsite  suited  to 
the  audience’s  interests  and  learned 
from  valid  clicks  and  impressions,  and 
integrates  with  mobile  webpages  and 
apps  to  connect  mobile  users  to  the 
right  ad. 

Founded  in  2007  and  based  in  Los 
Angeles,  JumpTime  is  a  digital  opti¬ 
mization  firm  that  was  created  to  help 
publishers  find  a  solution  to  monetize 
high-qualitv'  content  online.  One  of  its 
most  successful  proprietary  methods 
is  FloPovver,  a  content  program¬ 
ming  algorithm  that  helps  maximize 
engagement  and  monetization  on  any 
level  of  traffic.  FloPow  er  calculates  the 
actual  value  that  will  be  derived  from 
every  1,000  visits  to  a  specific  piece  of 
content  and  the  total  value  of  the  page, 
including  how  successful  the  site  is  at 
keeping  visitors  engaged  and  sending 
them  to  the  next  piece  of  content. 

“This  solution  has  helped  publishers 
see  an  increase  of  20  to  50  percent  in 
engagement  with  users  and  adver¬ 
tising,”  said  JumpTime  co-founder 
and  chief  executive  officer  Michele 
DiLorenzo. 

DiLorenzo  described  FloPower  as 
“immediate  value  plus  future  value” 
and  stressed  that  content  is  a  pub¬ 
lisher’s  greatest  asset. 


*  Justin  Cutroni 

Google’s  Analytics  advocate 


>  Micheie  DiLorenzo 
JumpTime  co-founder 
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“It  (content)  should  drive  the  user 
to  a  deeper  experience  and  create 
additional  ad  impressions.  Publishers 
usually  only  consider  immediate  value, 
and  not  future  value,”  she  said. 

An  example  would  be  if  an  advertiser 
was  willing  to  pay  $18  CPM  (cost  per 
mille)  and  only  received  one  click-in 
visit.  DiLorenzo  called  that  visit  “high 
immediate  value  and  low  engage¬ 
ment.”  She  compared  that  to  a  visitor 
who  enters  a  site  and  visits  low  value 
pages  (“high  engagement  and  low' 
overall  value”),  and  an  optimal  balance 
of  engagement  and  value,  where  one 
click  leads  to  visits  to  high  value  pages. 

“Click-through  rates  don’t  equal  val¬ 
ue.  They’re  empty  calories,”  DiLorenzo 
said.  Instead,  FloPovver  shows  num¬ 
bers  on  engagement,  page  views,  and 
dow-nstream  views. 

“It’s  telling  the  full  impact,”  she  said. 
“It’s  looking  at  every'  dollar  view  on 


every  piece  of  real  estate  ...  Flo  Power 
predicts  what  happens  next.” 

The  ability  to  see  those  real  time  ana¬ 
lytics  is  what  attracted  Hearst  News¬ 
papers  to  partner  with  JumpTime 
about  10  months  ago.  Hearst  New's- 
papers  owns  15  daily  publications, 
including  the  San  Francisco  Chronicle 
andAlhany  Times  Union. 

“At  the  time,  JumpTime  was  the  only 
one  with  products  that  could  overlay 
with  our  w'ebsites,”  said  Karen  Brophy, 
vice  president  of  digital  at  Hearst 
Newspapers.  “Since  using  JumpTime, 
we’ve  seen  a  lift  in  traffic  because  our 
producers  know  in  real  time  what’s 
working  and  we  have  a  central  CMS 
system,  so  our  newspapers  can  share 
what’s  performing  well.” 

Although  Brophy  wouldn’t  share 
specific  figures,  she  said  the  increase 
in  traffic  has  been  reflected  on  tbe 
sales  side  as  well.  “It  helps  to  know 


and  see  what’s  performing  and  see 
the  actual  dollar  drive  traffic,  and  if 
we  need  more  traffic,  we  can  make 
that  happen.” 

Based  in  New  York  City,  Chartbeat 
is  a  real-time  data  analytics  firm  that 
was  launched  in  2009  and  currently 
serves  153  media  organizations,  in¬ 
cluding  The  Wall  Street  Journal  and 
The  Washington  Post. 

“Chartbeat  Publishing  gives  insight 
in  real  time  on  who  your  audience 
is,  what  content  they’re  looking  at, 
and  where  they’re  coming  from.”  said 
user  experience  lead  Adam  Clarkson. 
Like  Google,  Chartbeat  implements 
JavaScript  coding  on  the  website  to 
capture  data. 

For  legacy  media  publishers,  Clark¬ 
son  said  collected  data  can  steer  con¬ 
tent  to  be  more  responsive  to  reader 
demands.  ‘There’s  an  old  mentality- 
set  by  journalists  and  editors  that 
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they  should  only  p)ost  what  the  public 
needs  to  know  and  they  feel  data  adds 
pressure  to  write  about  what’s  popular 
instead.  Two  years  ago  that  may  have 
been  the  winning  argument,  but  that’s 
now  overruled.  Data  can  help  us  learn 
—  learn  our  audience  and  find  an 
audience.” 

To  ma.\imize  real-time  response, 
Chartbeat  offers  its  customers  the 
option  to  be  notified  immediately  by 
email,  mobile  application,  or  text  mes¬ 
sage  if  there  is  a  spike  in  traffic.  “(Pub¬ 
lishers)  can  optimize  related  content 
and  push  it  out  to  other  audiences  and 
not  wait  until  the  next  day  to  see  they 
had  a  spike,”  Clarkson  said.  They  can 
act  on  it  now.” 

Chartbeat  recently  launched  its 
Heads  Up  Display,  which  allows 
editorial  teams  to  see  \'itals  on  traffic 
sources  and  most-clicked  pages  in  an 
integrated  menu  bar.  It  also  proWdes 
insight  on  how  people  are  interact¬ 
ing  with  a  certain  stor\’,  detailed 
real-time  click  rate,  and  homepage 
performance. 

Founded  in  1999,  vSplash  is  a  digital 
marketing  firm  with  U.S.  offices  in 
Atlanta  and  Ljmdhurst,  N.J..  v'Splash 
offers  a  unique  kind  of  Web  tool  called 
BuzzBoard,  which  allow’s  sales  staff 
to  send  the  URL  of  an  advertiser  (or 
even  the  entire  customer  database)  to 
vSplash,  w'hich  will  then  anah-ze  the 
customer's  digital  presence  and  per¬ 
formance.  A  diagnostic  report  is  given 
to  sales  representatives  to  return  to 
merchants  with  suggestions  on  how-  to 
create  new'  revenue  streams.  The  data 
also  includes  the  customer’s  Critical- 
it>'  Score,  w'hich  gauges  how  well  a 
company  is  performing  based  on  key 
data  points. 

“It  shows  the  sales  rep  the  digital  side 
of  things,”  said  vSplash  board  ad\isor 
Neal  Polachek.  “Before,  the  sales  rep 
would  just  have  the  merchant  sign  a 
contract  and  say  ‘Great,  see  you  next 
year.’  It  was  easy  and  straightforw'ard, 
but  now  there’s  complexity  and  they 
need  to  understand  these  kinds  of 


proposals  for  merchants.”  i 

Senior  vice  president  Anthony  Bratti  S 
said  that  since  it  launched  earlier  this  | 
year,  BuzzBoard  has  analj'zed  10  mil-  | 
lion  listings  and  2.2  million  unique  1 
URLs.  That  number  is  on  track  to  rise  I 
to  5  million  by  December.  | 

“BuzzBoard  is  not  meant  to  be  the  i 
smartest  person  in  the  room,”  Bratti  | 
said.  “But  our  customer  base  —  new's-  | 
papers  —  can  use  it  in  their  product  * 
sales.  They  can  show  it  to  small  busi¬ 
nesses  and  make  them  smarter  ...  it 
makes  reps  more  confident  in  having  ^ 
these  conversations.”  f 

It  also  saves  the  sales  reps  time  and  I 
makes  more  room  for  more  face-to- 
face  interaction,  Polachek  said.  “What 
usually  takes  two  hours  for  a  sales  rep, 
now  takes  two  minutes  with  vSplash.”  ' 
Bratti  said  vSplash  customers  have 
seen  a  60  percent  increase  in  sales 
productivitv’  when  using  BuzzBoard. 

Audience  and  Behavior 

If  you  want  loyal  readers,  you  have  to  \ 
turn  them  into  “sticky’”  readers.  ? 

“It’s  not  just  about  page  views,”  said 
Jeff  Shabram,  vice  president  of  digital 
and  director  of  digital  advertising  at  i 
the  Omaha  World-Herald.  “It’s  where  ^ 
people  are  looking  and  how  many  ^ 
people  are  looking.”  Shabram  called  | 
the  term  “stickiness,”  with  the  key  3 
question  being,  “Can  you  hold  that  | 
person’s  interest  and  entice  them  j 

to  read  more?”  Broadening  interest  \ 

meant  broadening  the  number  of  | 

readers,  he  said.  i 

When  the  Omaha  World-Herald  and  s 
its  cluster  of  new’spapers  at  Midlands  ^ 
Newspapers,  Inc.,  partnered  w’ith  | 

content  management  system  pro-  I 

v’ider  Tow’nNews.com  nine  years  ago,  I 
Shabram  said  the  Internet  was  still  at  f 
its  infancy  and  community  newspa-  | 

pers  were  looking  for  a  partner  to  help  ^ 
guide  them  into  the  Internet  arena.  < 

Founded  in  1989  and  located  in  Mo-  ; 
line.  Ill.,  TowTiNews.com  now  serves 
1,500  newspaper  clients.  j 

Shabram  said  what  was  attractive  i 
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about  TovvnNews.com  was  the  company’s  understanding  j 
of  the  core  needs  of  a  community  newspaper.  “They  were 
trying  to  be  cutting  edge,  not  bleeding  edge,”  he  said.  “(A 
newspaper)  can  get  into  tremendous  expense  when  devel¬ 
oping  something  that  ends  up  not  being  (compatible)  with  t 
the  technology  future.” 

Customers  who  use  TowTiNews.com’s  BLOX  CMS  also  i 
have  access  to  BLOX  Analytics  which  provides  data  for  j 
online  and  social  traffic.  Various  reports  on  page  views,  i 
referrers,  bounces,  time  on  site,  and  exit  can  also  be  gener¬ 
ated  in  TownNews.com’s  tracking  .system  MurlinStats. 
Charts  can  be  compared  to  previous  days,  weeks,  months,  | 
and  years.  Sites  can  also  integrate  with  Google  Analytics,  ! 
w  hich  is  fully  supported  by  BLOX  Analytics  reporting  i 
tools.  For  social  media  analytics,  TownNew's.com  employs  ^ 
social  tracking  company  AddThis.  i 

TownNews.com  vice  president  of  technology'  and  opera-  ! 
tions  Brad  Ward  said  when  publishers  are  asking  about  ; 
analytics,  they  want  to  understand  w'hy  they  saw  a  spike  j 
in  traffic  (Ward  said  it  usually  comes  from  the  story’  being 
shared  on  popular  sites  such  as  Drudge  Report);  they 
want  help  on  figuring  out  popular  items  on  the  site;  and  i 
they  want  to  know  how  they  compare  to  their  peers. 

Receiv’ing  the  real  time  analytics  is  important  to  Shab- 
ram  and  the  23  other  media  properties  wdthin  his  com¬ 
pany.  “It’s  vastly  different  than  the  printed  formula,” 
Shabram  said.  “It’s  now  more  malleable.”  Stories  are 
reengineered  on  the  page,  layouts  adjusted,  and  breaking 
news  highlighted,  he  said. 

Shabram  said  analytics  have  helped  the  Omaha  World- 
Herald  discover  that  readers  are  not  finding  stories 
directly  on  the  homepage,  but  that  social  media  is  helping 
them  land  on  the  front  section  and  leading  them  on  to 
more  stories. 

“We  saw'  a  growth  in  mobile,”  be  said.  “It  helped  us  ana¬ 
lyze  mobile  verses  traditional  website  growth.  We  saw  a  i 
growth  in  traffic  to  stories,  but  we  didn’t  see  traffic  fall  get¬ 
ting  to  tbe  front  section.  We  were  able  to  receive  insight 
on  audience  behavior,  see  what  related  stories  were  being 
read,  and  properly  promote  them.”  I 

As  a  result,  Shabram  said  readers  w'ere  able  to  move  on 
to  tbe  next  element  on  the  website.  “You  don’t  know'  w  bat 
you  don’t  know,  not  until  you  discover  it.” 

Visual  Revenue  is  an  analytics  provider  that  was  founded  j 
in  2010  in  New  York  by  Dennis  Mortensen  and  bis  co-  | 
founders  from  bis  prior  Web  analytics  venture  IndexTools, 
which  was  acquired  by  Yaboo!  in  2008. 

Mortensen  said  the  platform  helps  editors  predict  the 
performance  of  a  story  15  minutes  into  the  future  and  uses 
that  model  to  provide  specific  recommendations  on  w  hat 
content  to  place  w'here  on  the  homepage  and  for  how'  long,  | 
all  while  maintaining  editorial  tone.  Visual  Revenue  also  j 
provides  instant  headline  testing  capabilities  without  any  [ 
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Nominations  Now  Open  For 
E&P's  Production  All-Stars 


Production  \ 


Today’s  production  executives  represent 
the  heart  and  soul  of  a  newspaper.  They 
not  only  understand  the  mechanics  of 
every  department,  their  expertise  goes  well 
beyond  knowing  presses,  inserting  equip¬ 
ment  and  capital  expenditures  —  they  con¬ 
tribute  new  thinking,  new  ideas  and 


sometimes  unconventional  methods  of  find¬ 
ing  solutions.  If  you  know  a  production 
colleague  who  is  deserving  and  should 
be  recognized  for  their  outstanding 
achievements,  please  nominate  them  for 
E&P’s  “Production  All-Stars”  feature, 
appearing  in  our  January  2013  issue. 


Official  noi^ination  form  available  online 

editorandpublisher.com/pas 


How  to  make  a  submission: 

Please  complete  the  online  form  and  include  a  short  synopsis  of  why  the 
nominee  should  receive  recognition.  Include  specific  leadership  successes, 
innovative  program  development,  obstacles  and  challenges  overcome. 


Eligibility: 

•  Submission  time  period;  Now  through  Nov.  9,  2012 


•  "Production  All-Stars"  recognition  is  open  to  all 
newspaper  production  employees  worldwide,  from 
papers  large  and  small. 


•  All  entries  will  be  treated  with  the  strictest  confidence.  But 
the  selected  individuals  should  be  prepared  to  be  interviewed 
by  Editor  &  Publisher  for  the  special  "Production  All-Star"  issue, 


“the  only  way  to  differentiate  yourself  is  to 
create  something  more  relevant  and 
consumer-focused,  and  you  do  that  by 
understanding  the  desires  and  needs  of  an 


Beyond 
Page  Views 


audience.  With  analytics,  you  have  that 

ability.”  “  sieve  Hammond,  Head  of  integrated  solutions  and 
digital  marketing  technologies  at  Adobe  Systems 


CMS  integration,  so  editors  can  run 
more  than  150  headline  tests. 

“Our  platform  is  designed  to  help  edi¬ 
tors  promote  the  most  valuable  content 
in  the  most  valuable  positions  on  a 
given  front  page,  however  they  define 
value.  This  can  mean  a  substantial  lift 
in  article  views  per  visit  and  a  visible 
increase  in  return  visits,  as  readers  fall 
in  love  with  a  well  edited  homepage,” 
Mortensen  said.  “This  can  also  mean 
driving  readers  toward  more  valuable 
content  (such  as)  videos  (and)  high 
value  categories,  and  valuable  actions 
(such  as)  subscriptions  (and)  app 
downloads.  On  average,  sites  using  our 
platform  have  seen  a  30  percent  lift 
in  article  view's  attributed  to  the  front 
page,  which  quite  frankly,  pays  some 
salaries.” 

Toronto’s  Globe  and  Ma  il  has  w’orked 
with  Visual  Revenue  for  about  seven 
months.  Deputy  editor  of  digital  opera¬ 
tions  Chris  Boutet  said  that  partnering 
with  Visual  Revenue  gave  the  Globe  and 
Mail  the  chance  to  finally  see  the  click¬ 
through  rates  on  the  website’s  homep¬ 
age.  “It  shed  some  light  on  some  dark 
corners  of  user  activity  ,”  he  said. 

Homepage  editors  are  now  able  to  get 
insight  on  the  page  and  take  immedi¬ 
ate  action.  “We  can  evaluate  designs, 
test  different  headlines,  hone  in  on  our 
performance,  and  drive  traffic  overall,” 
Boutet  said. 

He  said  newspapers  have  always 
had  that  data,  but  it  w'as  on  a  slow  er 
cycle.  “Now'  we  have  the  feedback  right 
away.” 

Omniture,  which  launched  eight  years 
ago  and  was  acquired  by  Adobe  in 
2009,  is  an  analytics  tool  that  e.\amines 
content  and  provides  a  clear  under¬ 
standing  of  how  many  visitors  inter¬ 
acted  with  ads.  The  company  currently 
works  with  100  media  publishers. 

“Publishers  are  looking  for  what  visi¬ 
tors  are  visiting,  the  time  of  day,  con¬ 
tent  freshness  or  how  long  content  can 


stay  on  site  before  being  rotated,  and 
what  type  of  content  is  being  looked 
at,”  said  Steve  Hammond,  head  of  inte¬ 
grated  solutions  and  digital  marketing 
technologies  at  Adobe  Systems. 

Adobe’s  SiteCatalyst  captures  data  in 
real  time  and  helps  publishers  identify 
the  most  profitable  paths  through  a 
website,  segment  traffic  to  spot  high- 
value  Web  visitors,  and  develop  suc¬ 
cessful  digital  marketing  campaigns. 

Hammond  said  social  media  w'as  a 
“cool  segment  to  analv'ze.” 

“You  see  behavior  to  and  from  sites. 
You  see  what  article  is  being  referred 
to  back  and  forth  betw  een  social 
media  customer  and  you  see  there 
are  two  type  of  audiences  —  those 
responding  and  those  promoting,”  he 
said. 

“Customer  loyalty'  isn’t  just  providing 
trends  and  solutions;  it’s  a  way  to  con¬ 
nect  to  other  e.xperiences,”  Hammond 
added, 

By  using  the  Adobe  Digital  Marketing 
Suite,  London’s  The  Eeonomist  ionnd 
success  by  strengthening  audience 
engagement.  According  to  Adobe, 

"The  Economist  was  able  to  reveal  new' 
insights  about  a  verv'  active  mobile 
Twitter  user  base  in  the  analysis  and 
debate  area  of  The  Economist  site,  but 
noticed  that  content  on  that  part  of  the 
site  was  not  very  Twitter  friendly.  So, 
the  user  interaction  team  revised  the 
analysis  and  debate  areas  to  encourage 
more  tweeting  —  leading  to  increased 
Twitter  traffic.” 

Where  do  you  go 
from  here? 

From  editorial  to  advertising,  a  news¬ 
paper’s  website  is  a  valuable  e.xten- 
sion  of  the  print  product.  As  Google’s 
Cutroni  said,  'The  key  to  any  successful 
business  is  measuring  what’s  working 
and  what’s  not  —  the  same  holds  true 
to  your  website. 

“Not  everyone  who  comes  to  your 


i  site  will  make  you  a  million  dollars,  so 
you  have  to  think  outside  revenue,”  he 
said.  “Build  a  site  that  will  take  people 
through  your  w  ebsite  and  turn  them 
into  loyal  customers.” 

Cutroni  suggested  that  publishers 
use  data  to  optimize  their  marketing 
efforts.  “Knowing  which  marketing 
activities  are  driving  valuable  custom¬ 
ers  to  your  site  can  help  you  prioritize 
your  marketing  resources,  so  you  can 
put  money  and  effort  behind  the  things 
that  are  driving  your  business.” 

“In  general,  publishers  should  have  a 
clear  understanding  of  the  audience,” 
Hammond  said.  “See  how’  they  respond 
to  the  content ...  there  are  so  many 
different  news  platforms  out  there,  the 
only  way  to  differentiate  yourself  is  to 
create  something  more  relevant  and 
consumer-focused,  and  you  do  that  by 
understanding  the  desires  and  needs  of 
an  audience.  With  analvtics,  you  have 
that  ability-.” 

Of  Visual  Revenue’s  strategv', 
Mortensen  said,  “Don’t  surrender  your 
vvonderftd  brand  to  the  Facebooks  of 
the  world.  Extract  as  much  value  as 
you  can  from  those  channels,  but  only 
with  the  primarv'  purpose  of  actually 
gaining  a  reader  for  later.  Turn  a  Tweet 
into  a  reader  who  knows  you  for  who 
you  are,  will  bvpass  those  channels, 
and  go  directly  to  your  front  page  or 
tablet/ mobile  offerings.” 

JumpTime’s  DiLorenzo  said  publish¬ 
ers  should  start  integrating  revenue 
analvtics  and  usage  analvtics  because 
“they  are  absolutely  related. 

“How  do  you  get  a  visitor  to  look  at 
one  more  stoiy  —  one  more  valuable 
stoty'?"  she  asked.  “You  have  to  get  your 
biggest  bang  for  buck.” 

Chartbeat’s  Clarkson  advised  pub¬ 
lishers  to  put  data  on  everv’  desktop. 
“(Publishers)  can  tell  if  it’s  a  good  or 
bad  month  before  they  even  receive  the 
report.  It’s  not  constrained  to  a  back¬ 
room  analyst.  The  key  to  prolonged 
exposure  leads  to  understanding  the 
cadence  of  the  website.” 

“(Web  analvtics)  is  more  of  an  art 
than  a  science,”  he  said.  ■ 
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Digimarc  Corporation 
Contact: 

Matthew  Szerencse 
Market  Development 
Manager 

Phone: 

800.344.4627 

E-mail: 

matthew.szerencse@digi- 

marc.com 

Website: 

www.cligimarc.com 

Who  We  Are 

Digimarc  Corporation,  based  in  Beaver¬ 
ton,  Oregon,  is  a  leading  innovator  and 
provider  of  enabling  technologies  that 
create  digital  identities  for  all  forms  of 
media  and  many  everyday  objects.The 
Digimarc®  Discover  platform  gives  pub¬ 
lishers,  agencies  and  brands  a  premium 
print-to-mobile  solution  to  drive  new 
levels  of  consumer  engagement  directly 
from  print  on  the  device  we  all  carry  24/7 
-  our  smartphones.  Consumers  direct 
their  phone  at  a  printed  image,  branded 
design  element  or  text  -  not  a  QR  code 
or  Microsoft  Tag  -  they  are  interested  in 
and  are  instantly  connected  to  a  range  of 
associated  Internet  services  -  such  as 
view  a  video,  share  on  social  media,  buy 
now,  enter  a  sweepstakes,  etc.  Publishers 
and  advertisers  interested  in  using  Digi¬ 
marc  Discover  to  maximize  consumer  en¬ 
gagement  should  visit 
www.digimarc.com/discover. 


NEWSPAPER  BENEFITS 

The  Digimarc®  Discover  platform  allows  today's  publishers  the  ability  to  easily  ex¬ 
tend  reader  engagement  with  a  full  range  of  multi-sensory,  print-to-mobile  experi¬ 
ences: 

•  Bring  emotionally  charged  content-to-life  through  multimedia  experiences  - 
videos,  photo  slideshows,  etc. 

•  Deliver  ongoing,  timely  updates  on  developing  stories. 

•  Initiate  a  dialogue  with  readers  and  extend  the  conversation  to  their  social  net¬ 
works. 

•  Create  premium  advertising  opportunities  that  enable  readers  to  take  immediate 
action. 

•  Give  readers  instant  access  to  additional  information  about  a  story  or  product  at 
the  moment  of  peak  interest. 

SUCCESS  STORIES 

Named  one  of  the  key  201 2  trends  in  the  magazine  industry  ("Sapplets,  Digital  Wa¬ 
termarks  Are  Key  Magazine  Innovations  in  201 2  Report,"  Huffington  Post,  July  1 8, 

201 2),  digital  watermarking  is  proving  successful  in  deepening  brand  loyalty,  creat¬ 
ing  purchase  intent  and  allowing  readers  of  publications  like  Seventeen,  W,  House 
Beautiful  and  even  America's  Favorite  Food  cookbook  to  interact  with  their  favorite 
publications  in  ways  previously  unimagined. 

In  the  past  year,  the  following  premier  brands  have  leveraged  Digimarc  Discover 
technology  in  their  pages:  Ad  Age,  Brides,  Cosmopolitan,  Cosmopolitan  Latina,  Food 
Network  Magazine,  House  Beautiful,  Lucky,  Newsweek,  Redbook,  Saveur,  Seventeen, 
Shape,  Sports  Illustrated,  Sports  Illustrated  Swimsuit  Issue,  Time,  W,  and  more. 
TESTIMONIAL 

•  "When  someone  sees  an  ad  for  a  great  vacation  destination,  they  may  think  to  them¬ 
selves  'Oh,  I  want  to  go  there,' and  then  quickly  forget  about  it.  By  using  Digimarc  Dis¬ 
cover  we  are  able  to  give  the  reader  more  than  just  an  ad  or  a  link  back  to  our  site  - 
we  are  able  to  give  them  choices  to  tour,  share  and  book  on  the  spot;  it's  very  power¬ 
ful."-  Michael  Troy,  Director  of  Field  Marketing  for  Starwood  Hotel  and  Resorts 
•"Digimarc's  technology  enhances  and  deepens  the  consumer's  experience  of  our 
brand.  Every  scan  transforms  the  printed  page  into  a  multimedia  experience."-  Lind¬ 
say  Bierman,  editor  of  Southern  Living 

•"With  over  26  million  consumers  in  the  Cosmopolitan  community,  we  love  the  idea  of 
making  it  easier  for  them  to  engage  with  our  content  and  that  of  our  advertisers  ..."- 
Donna  Kalajian,  SVP,  Publishing  Director  and  Chief  Revenue  Officer  of  Cosmopolitan 


B&W  Press,  Inc. 

Contact:  Dan  Kimball  / 
Sales 

Phone: 

978-352-6100 

Fax: 

978-352-5955 

E-mail: 

CSR@bwpress.com  or 
Dkimball@bwpress,com 

Website: 

www.bwpress.com 

Who  We  Are 

B  &W  Press  (privately 
owned, 46  years  in  business) 
is  a  G7  Master  Printer. 
Low-cost  Newspaper  inserts 
with  built-in  envelope  for 
prepaid  subscriptions, 

Direct  mail  formats  for  your 
circulation  prospects/reacti¬ 
vation  programs.  Offer  ad¬ 
vertisers  inserts  with  direct 
response  envelope!  Print¬ 
ing,  manufacturing,  mailing 
under  one  roof!  www.bw- 
press.com  978-352-6100. 


Benefits  to  Newspaper: 

There  is  one  bright  spot  in  paid  subscription  solicitation  being  used  by  some  of  the 
more  successful  daily  and  weekly  newspapers  we  work  with.  Recently  many  of  our 
larger  daily  and  smaller  weekly  newspaper  clients  have  called  on  us  to  develop  an  all- 
in-one  paid  subscription  insert/mailer  for  this  purpose. 

As  we  manufacture  various  formats  for  different  clients,  we  have  come  to  under¬ 
stand  the  same  product  can  serve  two  purposes.The  all-in-one  paid  subscription  in¬ 
sert/mailer  showcases  a  traditional  insert  offer  but  includes  a  postage  paid  return 
envelope. The  right  offer  immediately  closes  the  deal  as  the  customer  can  take  advan¬ 
tage  of  the  offer  and  mail  their  subscription  payment  in  one  step. 

The  Benefits 

Typically  the  direct  response  mailer  format  is  run  in  lower  quantities.  Combining  the 
newspaper  insert  fold  format  with  the  mailer  allows  for  a  greater  print  volume  discount. 
The  mailer  can  be  printed,  finished,  addressed,  and  sorted,  in-line  as  a  single  production 
step  for  the  best  potential  economy. This  smaller  press  run  can  be  combined  with  the 
newspaper  insert  version,  produced  at  the  same  time  as  a  single  machine  production 
run.  Often  times,  a  simple  construction  change  is  made  to  extend  the  flap  to  make  this 
form  a  better-nested  fit  for  the  mechanical  insertion.  Many  customers  use  the  all-in-one 
paid  subscription  insert/mailer  throughout  the  year  and  adjust  the  end  use  or  offer. 

Success  Stories 

Larger  daily  newspapers  and  local  weekly  newspapers  have  embraced  the  all-in-one 
paid  subscription  insert/mailer  model  to  boost  their  subscriber  volume. 

The  Los  Angeles  Newspaper  Group  used  the  all-in-one  paid  subscription 
insert/mailer  to  reach  potential  paid  subscribers  by  inserting  it  into  all  of  the  newsstand 
copies. They  offered  a  Target  gift  card  to  subscribers  opting  to  sign  up  for  the  EZ  Pay  op¬ 
tion  and  converted  many  paying  subscribers. 

The  Saratogian  newspaper  highlighted  the  TV  Week  weekly  listings  supplement 
when  they  used  the  all-in-one  paid  subscription  insert/mailer  for  an  annual  subscrip¬ 
tion  offer  they  did  in  2010. 

The  Eagle-Tribune  used  the  all-in-one  paid  subscription  insert/mailer  both  as  an  in¬ 
sert  and  as  a  mailer  when  they  offered  an  opportunity  to  enter  to  win  a  $  1 000  grocery 
giveaway  at  local  grocery  stores.Their  order  consisted  of  951,000  pieces,  50,000  of 
which  were  constructed  as  mailers. 


For  Information:  Contact  our  Customer  Service 

Paul  Beegan  -  Sales  Russ  Beegan  -  Sales  Thom  Laycock  -  CSR 

Dan  Kimball  -  Sales  Karen  Talbott  -  Marketing  Jan  Gustison  -  CSR 


Denise  Arnold  -  CSR 


Left  Mark 
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Publishing  Made  Easier, 

More  Profitable  in  a  Digital  Age 


SAXOTECH 

Phone: +1  (813)  221-1600  Website: 

Fax:+1  (813)221-1604  www.saxotech.com 

E-mail:  info@saxotech.com 

Who  We  Are 

SAXOTECH,  a  leader  in  content  management,  circulation  and  advertising 
solutions,  is  dedicated  to  helping  media  companies  meet  the  challenges  and 
seize  the  opportunities  of  publishing  in  the  digital  age. 

For  20  years,  through  a  combination  of  transformative  technology  and  un¬ 
paralleled  expertise,  we've  partnered  with  some  of  the  best  media  companies 
in  the  world  to  streamline  their  print  and  digital  operations,  centralize  their  re¬ 
porting  and  content  aggregation,  and  free  up  their  newsrooms  to  focus  on 
what  they  do  best  —  local  coverage. 

SAXOTECH's  scalable, easy-to-implement  solutions,  are  now  used  by  more 
than  1,000  media  organizations  worldwide. 

How  would  a  newspaper  benefit  from  your 
product  or  service? 

SAXOTECH  Mediaware  Center,  the  most  comprehensive  multichannel  media 


solution  available  today,  brings  both  print  and  digital  publishing 
together  in  profitable  ways. 

SAXOTECH  Online  provides  the  ability  to  create,  edit  and  present 
information  through  multiple  digital  channels  from  a  single  point  of 
administration. 

SAXOTECH  Circulation  and  SAXOTECH  Directory  Publishing  Center 
supports  the  increasing  demands  placed  on  publishers  to  retain  and 
increase  subscribers  and  to  maximize  local  revenue  opportunities. 

SAXOTECH  Connect  provides  the  targeted  delivery  of  content  and  ad¬ 
vertising  to  site  visitors  based  upon  their  readership  habits  and  profile 
data. 

These  SAXOTECH  solutions,  along  with  a  full  line  of  professional 
services  designed  to  complement  them,  help  media  companies  compete 
and  profit  in  the  digital  age  by: 

•  Streamlining  and  centralizing  operations  for  faster,  more  efficient 
publishing 

•  Improving  workflow,  usability  and  employee  satisfaction 

•  Reducing  operating  costs  while  developing  new  digital  revenue 
channels 

•  Distributing  premium  content  across  print,  online,  mobile  phone  and 
tablet  platforms 

•  Creating  more  revenue  with  targeted  content  and  advertising 
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NewsWay  Press  Register 
Improves  Quality  While  Reducing  Costs 


New  Prolmage 
America,  Inc. 

103  Carnegie  Center 
Suite  300 

Princeton,  NJ  08540 


Phone:  (919)  303-5637 

E-mail: 

sales@new-proimage.com 


and  shift  the  final  Tiff  image  to  be  exposed  on  the 
plate  in  order  to  more  effectively  compensate  for 
press  mis-registrations,  including  paper  stretching 
and  non-linear  issues.This  improves  print  quality, 
provides  for  faster  make  ready  and  reduces  waste. 


Original  Print  Results 


Text  Print  Left  Mark 


Prolmage  America,  Inc.  is  a  software  developer  of  innova¬ 
tive  browser-based  automated  prepress  and  editorial 
digital  workflows,  tablet  &  mobile  workflows,  ink  optimiza¬ 
tion  software,  color  management  software,  and  press 
registration  solutions  that  help  publishers  and  printers 
reduce  their  costs. 


How  would  a  newspaper  benefit  from  your 
product  or  service? 


Text  Print 


Press  Register  Print  Results 


Who  We  Are 


Our  NewsWay  Press  Register  solution  corrects  for  mis¬ 
registration  without  the  need  to  touch  or  modify  the 
press.The  standalone  module  can  scale,  rotate,  mirror 


J^TIMES-SHAMROCK 
^PCREATIVE  SERVICES 


Times-Shamrock  Hal  Marion 
Creative  Services  Managing  Director 
1 49  Penn  Ave.  Phone:  (800)  22-TIMES  ext.  9108 

Scranton,  PA  1 8503  E*mail: 

USA  hmarion@timesshamrock.com 


PCF 


Publishers  Circulation 
Fulfillment,  Inc. 

502  Washington  Avenue 
Suite  500 

Towson,MD  21204 
United  States 


Phone 

410.821.3485 
Toll  Free 
(877)  PCF-6668 
Sales  Contact 

Joe  Neuhof 

Vice  President,  Business 
Development 


Who  We  Are 

PCF,  Inc.  is  the  largest  U.S.  independent  newspaper 
home  delivery  and  distribution  logistical  services 
company,  handling  over  1 0  million  copies  per  week 
for  more  than  60  publications.  PCF  also  handles, 
TMC,  single  copy  and  bulk  distribution,  amenity 
copies,  zoned  and  other  special  distribution 
programs. 


Who  We  Are 

Times  Shamrock  Creative  Services  offers  contract  ad-building 
services,  among  other  services,  to  U.S.  nev/spapers,  news- 
weeklies  and  magazines.  The  outsourcing  of  these  services  is 
quickly  becoming  the  industry  standard  and  they  are  able  to 
provide  clients  significantly  more  ads  with  high  quality  and 
consistency,  at  a  much  lower  cost.  With  over  1 1 6  years  of 
Newspaper  Industry  experience.  Times  Shamrock  is  pleased  to 
remind  their  peers  that  "Our  Business  is  Your  Business". 

How  would  a  newspaper  benefit  from  your 
product  or  service? 

Outsourcing  ad-building  services,  among  other  services 
provides  cost  savings;  quick  turnaround  times,  quality, 
creativity  and  newspapers  can  save  40%  in  od  production 
costs.  Outsourcing  this  work  makes  sense  and  allows 
newspapers  to  invest  in  other  areas,  while  keeping  the  vast 
majority  of  the  operation  local.  Times  Shamrock  is  pleased  to 
provide  a  list  of  clients  for  anyone  who  wishes  to  inquire 
about  their  service  and  performance. 

WWW.TSCSDIRECT.COM 
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Who  We  Are 

CCI  is  a  leading  provider  of  editorial  and  advertising  solu¬ 
tions  for  multimedia  news  environments.  Our  products 
are  the  most  robust  and  powerful  systems  in  the  industry, 
and  are  implemented  in  news  organizations  across  five 
continents. 

We  provide  the  platform  to  support  evolving  needs  of 
the  world's  largest  news  organizations,  and  scalable  solu¬ 
tions  to  help  growing  media  brands  optimize  their  busi¬ 
ness  strategies. Constant  innovation  and  strong  customer 
commitment  remain  the  cornerstones  of  CCI's  business 
model. 


What  differentiates  you  from 
your  competitors? 

CCI  offers  NewsGate,  which  is  a  media-neutral  edito¬ 
rial  Content  Management  System  in  the  sense  that 
you  use  the  same  set  of  tools  to  produce  stories  for 
print  and  digital  media. The  planning  processes,  the 
templates  and  the  workflows  are  the  same  type, 
whether  you  work  with  content  for  a  printed  paper,  a 
website,  mobile  or  tablet  product.  So  multiple  media 
means  new  and  different  ways  of  telling  a  story.lt 
does  not  mean  new  tools  to  master. 


CCI  Europe  Inc.  Phone:  +1  770  420  1 1 00 

3550  George  Busbee  E-mail:  info@ccieurope.com 
Parkway  NW  Website:  www.ccieurope.com 

Kennesaw,GA  30144 
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Llbercus  ArchlvelnABc^ 


E.Viddal 
&  Associates 


Website:  www.libercus.com 
E-mail:  info@libercus.com 


Who  We  Are 

Libercus  and  Block  Communications  have  partnered 
to  save  the  newspaper  industry. 

More  than  just  a  content  management  system,  Liber¬ 
cus  allows  news  publishers  to  move  forward  into  the  fu¬ 
ture  of  publishing.  Newsrooms  can  leave  behind  the  old 
ways  of  doing  things;  complex  software,  separate  sys¬ 
tems  for  different  publishing  platforms,  expensive  on¬ 
site  server  infrastructure. 

How  would  a  newspaper  benefit 
from  your  product  or  service? 

Libercus  combines  the  digital  and  print  production 
processes  into  one  system  built  to  run  in  the  cloud.  No 
client  software  is  required.  All  Libercus  functions  are  ac¬ 
cessible  through  a  web  browser. 

News  organizations  need  to  protect  print  revenue 
while  expanding  digital  reach.  Libercus  was  started  in 
the  newspaper  business  and  with  our  innovative  imple¬ 
mentation,  support,  and  consumption-based  pricing 
models,  we  WILL  lead  the  industry  forward. 


Archive  In  A  Box  E-mail:  carter@small- 

Contact:  Carter  Cheston  townpapers.com 
Phone/  Fax:  Website: 

360-427-6300  www.ArchivelnABox.com 


Who  We  Are 

ArchivelnABox  is  the  newspaper  scanning  service 
from  SmallTownPapers™.The  service  includes 
everything  —  shipping  &  logistics,  high  resolution 
scanning,  digital  copies,  hard  drives,  and  online 
hosting.  You  own  and  control  the  scans.  Work  on 
your  schedule  and  budget  with  no  contract 
commitment  -  it's  pay-as-you-go. 

How  would  a  newspaper  benefit  from 
your  product  or  service? 

As  the  steward  of  your  community's  published 
history,  you  know  the  value  of  your  printed 
newspaper  archive.  Digital  copies  preserve  your 
archive  and  make  them  accessible.  Contact  us  today. 
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Outsourcing  USA  Contact:  Maureen  Missal 

1 200  Twin  Stacks  Drive  Vice  President  of  Business  Development 
Dallas,  Pennsylvania  Phone:  (570)  674-5600  x1 36 
18612  E-mail: 

info@outsourcingusa.net 

Onshore  Outsourcer  Brings  Out  The  Best  In  Newspapers 

Outsourcing  USA  began  with  one  simple  goal:  help 
newspapers  navigate  the  changing  media  landscape 
with  outstanding  quality  graphics  production  by  a 
100%  American  workforce.  Publishing  has  become 
increasingly  difficult  in  the  last  decade.  Small  and 
medium  papers  struggle  to  effectively  produce,  much 
less  monetize,  digital  editions;  and  the  technology  is 
growing  more  complicated  every  day.  Large  papers 
struggle  to  consistently  produce  within  the  razor-thin 
margins  that  are  now  required. 

Outsourcing  USA,  IcKated  in  Pennsylvania,  has  ex¬ 
perts  in  print,  flash,  HTML  5,  app  development,  web 
design,  and  even  marketing  agency  services.Their  200 
seat  facility  was  built  for  easy  scalability  and  their  staffing 
and  training  methods  consistently  produce  the  highest 
quality  work  in  the  industry. Contact  them  today. 


Reach  Decision  Makers 


Is  Explaining  Your  New-media 
Business  to  Newspaper  Executives 
a  Constant  Challenge? 

Rapid  and  continuous  technology  changes  make  it  tough 
for  publishing  executives  to  keep  current  with  products 
and  services  provided  by  new-media  companies. 

Our  readers  constantly  ask  if  we  would  create  a  directory, 
listing  new-media  companies  and  outlining  how  they  ben¬ 
efit  newspapers. 

Newspaper  industry  decision  makers  are  looking  to  sim¬ 
plify  their  lives,  and  our  new  business  directory  will  help 
publishers  better  understand  the  products  and  services 
you  sell. 

To  advertise  in  E&Ps  Business 
Directory,  please  contact: 

Bobbi  Proctor 

(949)660-6150,  ext.  231 
bobbi@editorandpublisher.com 


E&fP 
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Audit  Bureau 
of  Circulations 

Contact:  Kristina  Meinig, 
Manager,  Marketing  &  Sales 
Phone:224-366-6412 
Fax:  224-366-6949 

E-mail: 

Kristina.Meinig@accessabc.com 
Website:  accessabr.com 


BENEFITS 

The  benefits  that  an  ABC  audit  guarantees  are  accurate  and  cross-functional.  As  a  col¬ 
laborative  organization,  ABC  provides  credible,  independently  verified  information 
that  is  essential  to  the  media  buying  and  selling  process.  ABC's  industry-developed 
services  enhance  communication  with  media  buyers,  and  its  online  analysis  tools  give 
provide  a  better  understanding  of  the  local  market.  ABC's  Consolidated  Media  Report 
(CMR)  generates  a  comprehensive  view  across  multimedia  products  for  newspapers. 
Audience-FAX  allows  U.S.  daily  newspapers  to  incorporate  the  world  of  print  and  on¬ 
line  readership  alongside  detailed  circulation  stats.The  Preprint  Projection  Center  is 
an  online  tool  that  helps  newspapers  streamline  preprint  quantities,  zones,  dates  and 
distribution  90  days  in  advance  of  the  distribution  date,  updating  projected  circula¬ 
tion  data  monthly  from  a  secure,  confidential  centralized  location. 


Who  We  Are 

ABC  is  a  forum  of  the  world's  leading 
magazine  and  newspaper  publishers,  ad¬ 
vertisers  and  advertising  agencies.The 
organization  provides  credible,  verified 
information  essential  to  the  media  buy¬ 
ing  and  selling  process.  ABC  maintains 
the  world's  foremost  electronic  database 
of  audited-circulation  information  and 
an  array  of  verified  readership,  subscriber 
demographics  and  online  activity  data, 
which  is  disseminated  into  reports  and 
made  available  in  various  formats. 
Founded  in  1914,  ABC  continues  its  98 
year-old  tradition  of  excellence  by  main¬ 
taining  its  standard  of  fair  and  integral 
practices  in  the  marketplace.  Centered  on 
media  buying  and  selling,  ABC  offers  in- 
depth  audits,  examining  publishers' 
records  and  compiling  these  comprehen¬ 
sive  figures  into  its  premier  electronic 
global  database  -  assuring  buyers  that  a 
publication's  circulation  claims  are  accu¬ 
rate  and  verifiable. 


TESTIMONIAL 

Media  buyers  are  voicing  their  support  for  ABC's  new  CMR.  Chris 
Cope,  founder/president  and  CEO  of  ACGMedia  and  chairman  of 
the  Newspaper  Buyers' Advisory  Committee  believes  that  ABC's 
CMR  efficiently  evaluates  each  publication's  cross-functionality. 

"It's  valuable  to  see  multiple  channels  in  a  single  document  so 
we  have  a  comprehensive  picture  of  what  we're  evaluating," 

Cope  said. "We  can  also  see  where  one  medium  can  comple¬ 
ment  and  enhance  the  effectiveness  of  another. This  (the  CMR) 
can  be  a  good  thing  in  that  newspapers  should  be  given  the 
flexibility  to  fully  present  the  results  of  their  various  products, 
but  still  within  formats  buyers  can  understand  and  make  media  decisions." 

SUCCESS  STORY 

ABC  recently  created  a  Consolidated  Media  Report  (CMR)  for  the  Chicago  Region-Wide 
Network  (CRWN),  which  included  The  Chicago  Sun-T/mes,  one  of  the  many  newspapers 
affiliated  with  the  media  company.  With  multiple  titles  and  a  variety  of  platforms  at¬ 
tached  to  the  CRWN  name,  ABC's  CMR  proved  to  be  the  best  option  for  displaying  the 
company's  readership,  usage,  circulation,  and  net  combined  audience  for  print,  web,  and 
mobile."lt's  a  very  flexible  report  and  allowed  us  the  opportunity  to  really  communicate 
the  depth  and  breadth  of  our  portfolio,"  said  Courtney  Price,  vice  president  of  audience 
development  at  Sun-Times  Media.  CRWN  presented  each  newspaper's  reach  in  terms  of 
readership  through  various  self-created  graphics  that,  with  the  help  of  ABC's  customiz¬ 
able  CMR,  clearly  displayed  these  statics  in  an  accurate  and  comprehensible  manner. 


Chris  Cope,  CEO  of  ACGMedia  and 
chainnan  of  the  ABC  Newspaper 
Buyers'  Advisory  Committee 
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John  Van 
Nostrand  has 

been  named 
publisher  of 
the  Clarinda 
(Iowa)  HeroJd- 
Joumal.  A  19- 
year  veteran 
of  the  newspaper  industry,  Van 
Nostrand  previously  served 
as  general  manager  of  the 
Burlington  (Colo.)  Record.  Prior 
to  that,  he  was  business  editor 
of  The  Hawk  Eye  in  Burlington, 
Iowa,  as  well  as  managing  edi¬ 
tor  of  the  Creston  (Iowa)  News 
Advertiser  and  editor  of  the 
Adair  County  (Iowa)  Free  Press. 
He  also  served  as  publisher  of 
the  Free  Press  in  Colby,  Kan. 


Mike  Leary 

has  been 
named  editor 
of  the  Son 

_  Antonio  (Tex- 

as)Express- 
■k  News.  He  re¬ 

places  Robert 
Rivard,  who  has  resigned.  Leary 
most  recently  served  as  deputy 
managing  editor  of  news  and 
investigations  with  The  Phila¬ 
delphia  Inquirer.  He  began  his 
career  at  the  Inquirer  in  1972, 
returned  in  2007  as  managing 
editor,  and  again  as  investiga¬ 
tions  editor  from  2011  to  2012. 
As  investigations  editor,  Leary 
won  the  2012  Pulitzer  Prize 
for  public  service.  Previously, 
Leary  was  at  The  Baltimore  Sun 
as  assistant  managing  editor 
from  2005  to  2007  and  national 
editor  from  2000  to  2005. 


WoodWmg  Software,  a  leading 
supplier  of  workflow  solutions 
for  multichannel  publishing,  has 
appointed  Dennis  Van  Nooq  vice 
president  of  product  manage- 


Nicole  McMuUin  has  been  named  digital  director - 

for  Richmond  Media  Group.  In  her  expanded  role, 
McMullin  will  oversee  digital  innovation,  product 
development,  and  system  implementation  for  the 
group.  She  will  be  involved  with  all  Richmond  Media 
Group’s  digital  channels,  including  timesdispatch. 
com:  richmond.com:  Work  It,  Richmond:  and  the 
Richmond  Suburban  Newspaper  sites.  McMullin  has 
been  part  of  Richmond  Media  Group  since  2004. 


Mark  Thompson  has  been  named  presi¬ 
dent  and  chief  executive  wth  The  New 
York  Times  Co.,  effective  in  November.  He 
replaces  Janet  Robinson,  who  left  in  De¬ 
cember  2011.  Thompson  \\ill  also  sit  on  the 
board  of  directors.  He  is  currently  outgoing 
director  general  of  the  British  Broadcast¬ 
ing  Corp.  Aside  from  a  2002  to  2004  stint 
as  chief  e.xecutive  of  Britain’s  Channel  4, 
Thompson  has  spent  his  career  at  the  BBC, 
mostly  overseeing  the  news  organization’s 
telexision  coverage. 

Bill  Ferguson  has  joined  Adpay  as  affiliate 
account  manager.  In  his  new  role,  he  will 
support  Adpay’s  expanding  partner  base  to 
proxide  clients  xxith  a  dedicated  resource 
for  hands-on  optimization  strategies. 

Ben  Miller  has  been  appointed  chief  patent 
counsel  with  Memjet,  the  San  Diego-based 
proxider  of  color  printing  technologies.  In 
the  nexxiy  created  executive  role,  Miller 
xxill  oversee  Memjet ’s  foreign  and  domestic 
intellectual  property  portfolio  and  manage 
all  legal  matters  related  to  the  portfolio. 

The  company  also  announced  that  Daxid 
Osborn  has  become  its  patent  counsel. 

Amanda  Zamora  has  joined  ProPublica  as 
senior  engagement  editor.  Zamora  xxill  be 
responsible  for  leading  ProPublica’s  reader 
engagement  and  distributed  reporting  ef¬ 
forts.  She  most  recently  serxed  as  national 
digital  editor  at  the  Wmhingfon  Post  and 
led  the  paper’s  digital  coverage  of  the  presi¬ 
dential  election.  She  first  joined  the  Post  in 
2003,  spending  six  years  as  an  online  editor 
and  producer  for  various  departments 
before  becoming  its  first  social  media  and 
engagement  editor  from  2010  to  2011. 


Kevin  Kampman  has  been  named  xice 
president  of  community  nexvspapers  for 
the  Southern  dixision  of  World  Media 
Enterprises,  Inc.  Kampman  prexiously  xx'as 
publisher  of  The  Repository  in  Canton, 
Ohio,  since  June  2007,  and  also  serx  ed  as 
regional  vice  president  for  12  nexvspapers 
in  the  Great  Lakes  dixision  of  GateHouse 
Media.  Kampman  brings  32  years  of 
experience  in  the  nexvspaper  industry,  in¬ 
cluding  the  last  15  in  senior  management 
positions. 

Kathy  Jones  has  joined  Thomson  Reuters 
in  the  new  position  of  multimedia  director. 
Her  role  will  include  conceptualizing  and 
expanding  thematic  multimedia  coxerage 
for  Reuters’  online  subscribers.  She  prexi¬ 
ously  serx  ed  for  12  years  at  Neu'su'eek  as 
managing  editor  for  multimedia. 

The  Daily  Sentinel  in  Scottsboro,  Ala.,  has 
named  DeWavTie  Patterson  managing  edi¬ 
tor.  Ken  Bonner,  w'ho  serx  ed  as  managing 
editor  since  2006,  has  been  named  market¬ 
ing  director.  Patterson  has  been  a  staff  xvrit- 
er  at  the  Sentinel  since  2007-  Prior  to  that, 
he  worked  at  The  Weekly  Post  in  Rainsxille, 
Ala.,  for  17  years  as  a  staff  reporter,  sports 
editor,  and  managing  editor.  Bonner  xxill 
be  responsible  for  the  paper’s  specialty  pub¬ 
lications  and  coordinate  work  between  all 
departments  responsible  for  putting  out  the 
print  and  digital  products  offered  as  well  as 
expand  coverage  in  all  areas. 

Lena  Groeger  has  been  named  news  app 
developer  at  ProPublica  and  will  help  cre¬ 
ate  softw'are  that  lets  readers  interact  xxith 
new's  stories.  Groeger  was  hired  as  part  of 
a  Knight  Foundation-funded  expansion. 
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» Dennis  Van  Nooij  >  Joost  Huizinga 


ment  and  Joost  Huizinga  vice  president  of 
engineering.  Van  Nooij  started  his  career  at 
WoodWing  in  2007  as  senior  software  engi¬ 
neer,  and  Huizinga  was  a  co-founder  in  2000. 


Rick  O’Connor  has  been 
appointed  president  and 
I  ^  ^  chief  executive  officer  of 

■**  mm  Black  Press  Group  Ltd.,  in 

tJK  Victoria,  B.C.  O'Connor 

previously  worked  with 
ft  Metro  Valley  Newspapers 

^  *  before  joining  Black  Press 
Group  in  1998.  He  is  a  past  president  of  Local 
Media  Association  (formerly  Strburban  News¬ 
papers  of  America). 


Conan  Gallaty  has  been 
named  executive  vice 
president  of  WEHCO  Digital 
Media,  a  new  division  of 
WEHCO  Media,  Inc.  Gallaty 
will  oversee  the  growth  of 
digital  product  development, 
operations,  and  revenue 
strategy  for  the  company  in  its  newspapers  as 
well  as  pursuing  new  business  opportunities 
in  digital  media.  He  previously  served  as  online 
director  at  the  Arkansas  Democrat-Gazette. 


Robyn  McQoskey,  regional 
publisher  of  the  Kokomo 
(Ind.)  Tribune  and  Pharos- 
Tribune  in  Logansport, 

Ind.,  will  lead  Community 
Newspaper  Holdings  Inc.'s 
newly  created  Midwest 
division.  Her  newspaper 
career  began  at  the  Pharos-Tribune  in  1990 
as  an  advertising  telemarketer.  In  2001,  she 
was  named  publisher  of  the  Pharos-Tribune, 
and  in  2008  her  role  expanded  to  regional 
publisher. 


Dan  Phelan  has  been  named 
chief  revenue  officer  of  the  Dallas 
Morning  News.  In  this  role,  Phelan 
will  set  the  strategic  direction  of 
DMNmedia,  the  business-to-busi- 
ness  sales  and  marketing  arm  of 
the  Morning  News.  Most  recently, 
Phelan  served  for  nine  years  as 
general  manager  of  the  preprints, 
major  retail,  and  groceiy'  catego¬ 
ries.  He  joined  the  publication  in 

2003. 

Marc  Duvoisin  has  been  named 
managing  editor  of  the  Los  Angeles 
Times.  He  was  a  reporter  at  the 
Bergen  Record  in  New  Jersey  before 
mo\ing  to  the  Philadelphia  Inquir¬ 
er,  w'here  he  spent  nearly  20  years 
in  various  reporting  and  editing 
roles.  In  2001,  he  became  assistant 
managing  editor  at  the  Times. 

Raymond  J.  McCutcheon  has 

been  named  executive  vice  presi¬ 
dent  of  advertising  for  the  San 
Antonio  Express-News.  In  this 
new  position,  McCutcheon  will  be 
responsible  for  all  print  and  digital 
advertising  sales  and  marketing 
functions.  He  most  recently  served 
at  CBA  Industries,  where  he  was 
senior  vice  president  of  market¬ 
ing  and  advertising  since  Januaiy 
2008.  He  was  previously  senior 
vice  president  of  advertising  for 
Newsday  from  September  2004 
to  Januarv'  2008,  and  senior  vice 
president  of  advertising  and  mar¬ 
keting  for  the  Los  Angeles  Times 
from  March  1999  to  September 

2004.  Earlier,  McCutcheon  spent 
13  years  at  Newsday  in  a  variety  of 
advertising  and  research  roles. 

Mar>’  Lynn  Bosiak  has  been  ap¬ 
pointed  publisher  of  The  Paw¬ 
tucket  (R.I.)  Times.  She  joined  the 
paper  in  Februarv'  as  director  of 
advertising. 

Abigail  Jones  has  joined  The 
Forward  as  digital  features  editor. 


She  will  head  up  online  features 
and  digital  strategv',  and  edit  the 
women’s  blog  The  Sisterhood.  Pre¬ 
viously,  Jones  was  senior  manager 
of  social  media  and  Web  at  The 
Daily,  where  she  launched  and  ran 
the  publication’s  Web  presence 
and  social  media  strategy-. 

H.  Dean  Ridings  has  been  elected 
president  of  Newspaper  Associa¬ 
tion  Managers,  Inc.  for  the  2012- 
13  fiscal  year  He  succeeds  Doug 
Anstaett  of  the  Kansas  Press  As¬ 
sociation,  who  becomes  immediate 
past  president.  Ridings  is  presi¬ 
dent  and  chief  executive  officer 
of  the  Florida  Press  Association. 
Before  joining  FPA,  he  was  the 
publisher  of  several  newspapers  in 
Missouri,  North  Carolina,  Tennes¬ 
see,  and  Florida. 

Michael  J.  Tannoui^i  has  been 
named  executive  vice  president 
of  advertising  for  the  Los  Angeles 
Times  Media  Group.  The  former 
director  of  business  development 
for  accounting  firm  Ernst  &  Young 
will  be  responsible  for  generating 
revenue  at  the  media  organization, 
which  publishes  the  Los  Angeles 
Times  and  Spanish-language  Hoy 
newspaper  and  operates  latimes. 
com  and  other  websites.  Tannouiji 
replaces  John  T.  O’Loughlin.  who 
left  the  company  this  year. 

Terry  Tang  has  been  named 
deputy  editorial  page  editor  at 
The  New  York  Times.  Tang  joined 
the  paper  in  1997  as  an  editorial 
writer.  Before  that,  she  worked  for 
The  Seattle  Times  as  a  columnist 
and  editorial  writer,  and  as  a  staff 
writer  at  Seattle  Weekly.  In  2000, 
she  became  the  paper’s  op-ed  page 
editor.  In  2003,  she  moved  to  the 
business  section  as  an  editor  on 
the  technologv'  desk,  and  in  2006, 
moved  to  the  metro  desk  as  an  edi¬ 
tor.  In  2011.  she  became  assistant 
editorial  page  editor. 
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The  Future  of  Newspapers? 


Lack  of  passion  drives  declining  readership 


By  Darrell  Berkheimer 

What  is  the  Riture  for  news- 
pajx'rs?  Will  they  continue 
to  shrink  in  significance 
as  the  growth  of  Internet  reading 
continues?  Can  new  spapers  garner 
enough  revenue  from  Internet  readers 
to  remain  \iable? 

For  more  than  30  years,  newspa¬ 
per  readership  hius  been  declining, 
particularl\  in  relationship  to  iM)pula- 
tion  growth.  There  are  many  reiisons 
—  according  to  various  studies  and 
opinions.  But  I  believe  there  is  one 
reason  that  is  more  responsible  than 
any  other. 

Newspaper  readership  has  declined 
simply  because  new  spapers  ha\  e  lost 
relevancy.  They  fail  to  provide  perti¬ 
nence  to  the  lives  of  most  readers. 

Many  daily  new  spapers  continue 
today  only  because  they  offer  the 
same  old,  dull  news  that  is  pertinent 
mostly  to  those  people  who  grew  up 
in  the  community  and  never  left,  and 
those  who  left  briefly  for  education 
and  then  returned. 

That’s  the  news  of  births,  obituaries, 
engagements  and  weddings,  building 
permits,  and  the  court  d(K-kets.  Only  a 
few  feature  stories  and  the  sports  sec¬ 
tion  show  some  small  degree  of  passion 
for  what’s  happening  locally. 

But  communities  have  changed 
drastically  with  the  mobility  of  our 
nation’s  population.  Increasingly  larger 
.segments  of  today’s  communities  are 
people  who  were  raised  in  other  cities 
and  other  states.  The  old  standard 
news  items  have  less  significance  to 
residents  who  came  from  elsewhere. 

A  century  ago,  newspapers  showed 
real  passion,  but  they  lacked  objectiv- 
it>-.  They  al.so  lacked  the  problems  re¬ 


sulting  from  the  multitude  of  competi¬ 
tors  pixwided  by  so  many  other  news 
.sour  ces  a\  ailable  toda>’. 

That  passion  of  newspapers  a  century 
ago  was  most  e\ident  in  political  is¬ 
sues,  but  it  also  was  evident  through 
pride  in  pitblic  service  and  involvement 
in  the  contr'over  sial  issues  of  the  day. 
The  jounialisrn  of  the  mid-19()0s, 
however,  slowly  shifted  from  passion  to 
objectivitv'  over  all  else. 

That  .statement  should  not  be 
mistaken  to  indicate  that  objectiv  ity 
is  no  longer  irnpor-tant.  It  remains 
just  as  important  as  ever  in  everyday 
reporting. 

Birt  too  many  of  today’s  newspapers 
are  filled  with  an  e.xcess  of  news  that  is 
available  from  the  multitude  of  other 
sources.  And  too  little  of  today’s  papers 
is  assigned  to  the  passion  involved  in 
discovering,  reprrrting,  and  interpret¬ 
ing  the  issues  that  affect  local  citizens. 
Todav ’s  newspapers  often  allow  only 
one  full  page  daily  for  opinions  and 
interpretation  of  the  many  controver¬ 
sial  issues  facing  readers.  And  many 
of  those  pages  are  opinion  reports  on 
national  and  world  issues  so  readily 
av  ailable  from  other  soitrces  —  and  on 
issues  which  most  local  readers  feel 
they  can  have  little  or  no  effect. 

The  management  of  st)  many  news¬ 
papers  appear  afraid  to  take  positions, 
apparently  concerned  that  they  might 
irritate  some  readers.  So  what!  That’s 
what  is  needed. 

Newspapers  need  to  stir  the  pot.  And 
they  will  even  gain  the  respect  of  those 
who  often  disagree  with  the  papers’ 
positions.  There  is  little  relevancy  for 
readers  when  newspapers  continue  to 
feed  them  pabulum. 


Instead,  newspapers  need  to  open  their 
pages  to  more  opinions  by  surveving  and 
soliciting  comments  by  local  readers.  Read¬ 
ers  need  to  feel  that  they  are  part  of  their 
local  newspaper,  and  that  their  attitudes  and 
opinions  matter. 

Ix)cal  newspapers  should  be  conducting 
surveys  on  what  local  citizens  consider  the 
most  important  local  issues,  and  how  they 
should  be  approached.  Reporters  should 
be  interviewing  the  citizens  who  live  in  a 
different  neighborhood  each  evening  and 
reporting  what  they  have  to  say.  Newspapers 
should  be  doing  whatever  it  takes  to  identify 
the  local  problems  mo.st  on  the  minds  of 
local  citizens  and  to  daily  provide  interpre¬ 
tive  analyses  and  opinion  pieces  about  those 
problems  —  propeiiv’  labeled  as  opinions. 

Newspapers  must  get  out  of  the  habit  of 
limiting  so  much  of  their  reporting  to  the 
so-called  “experts”  or  “appropriate  sources.” 
Citizens  are  tired  of  hearing  so  much  from 
those  considered  “leaders”  in  the  commu¬ 
nity.  I’hey  want  to  see  —  in  print  —  what 
their  neighbors  and  their  friends  across  town 
have  to  say.  They  want  to  know  how  other 
communities  have  resolved  similar  local 
problems. 

How  can  newspapers  expect  readers  to 
show  loyaltv’  to  the  newspaper  if  the  news¬ 
paper  can’t  show  more  loyalty  to  what’s 
relevant  to  its  readers?  It’s  time  for  newspa¬ 
pers  to  bring  more  passion  back  to  the  issues 
of  their  readers.  They  mu.st  find  or  dev  elop 
ways  to  e.xtract  the  ptussion  of  their  readers 
and  report  that  passion. 

Simply  put,  today’s  newspapers  are  too 
bland.  And  only  when  they  can  overcome 
that  blandness  w  ill  they  become  relevant 
again.  ■ 

Darn’ll  Berkheimer  is  a  retired  neicspuper 
writer  and  editor  iclio  eontiniies  to  icrite 
about  journalism  and  the  newspaper 
industry. 
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